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This story has a moral :} s00«s ore 


; TO ALL. 





The Story-- 


‘*It is the practice of the company to cause the accumu- 
lation (of testimonials) to be published as a two-page ad- 
vertisement in some daily newspaper of large circulation. 
THE PHILADELPHIA RECORD is most frequently made use 
of for this purpose on account of its extraordinary value 
as an advertising medium.”—Articleon methods employed to 
advertise *‘Ripans Tabules.” 


HEAR THAT? TAKE NOTE OF THE NAME! 


The Philadelphia Record 


The Moral-- 


‘* With newspapers the best give greatest service in pro- 
portion to the cost.”— Zhe Geo. P. Rowell Advertising Co, 


AND THE BEST IS 


The Philadelphia Record 


THE RATES TELL THE TALE: 25c. line Daily; 20c. line Sunday. 








Average Circulation in January, 1898: THE RECORD 


Daily Edition, 176,195 PUBLISHING 


4 COMPANY, 
Sunday Edition, 137,110 PHILADELPHIA. 
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By local estimate the population of 
Indianapolis is 200,000, with 50,000 
more in adjacent territory. 

Merchants say their trade with both 
suburban and city people shows a 
growth in population and purchasing 
power. They say this year’s business 
is the best for a long time. 

Chere are four English dailies and 
they cover the field. The Mews, with 
36,000 circulation at two cents a copy 
and an enormous amount of advertising, 
is about the strongest paper in the 
country in proportion to the population 
of'the city it is published in. 

It is absolutely independent and 
practically everybody, without regard 
to politics, reads it. It wields a great 
deal of influence and its course espe- 
cially in Jocal campaigns is watched 
with anxiety by the political leaders, 
for whichever way it gogs it carries 
many voters with it. . Its honesty in 
politics is a part of the- policy that 
permeates its every department. It 
states its circulation on the paid basis 
and swears to the exact daily average. 
Few papers go so far as the Vews in 
truth-telling circulation. 

The Republican daily is the Journal, 
Gen. John C. New’s paper, a publica- 
tion of highest standing, commanding 
wide circulation among the best people 
of the State. Its circulation is given in 
unequivocal figures at an actual aver- 
age for 1897 of 12,830. 

The Democratic field is pre-empted 
by the Sentine/, with a circulation es- 
timated by the leading advertisers at 
12,000 to 15,000, but claimed by its 
manager to be 18,500. Its manager 
does not swear to his circulation or 
offer any proof, but about all advertis- 
ers put it at least equal to the Jour- 
nal and pay it about the same rate. 


The Sun is a one-cent evening pa- 
per that has come to the front with a 
tush in the past two years. Every 
advertiser I have talked with said it 
had made wonderful progress and 
some advertisers had very glowing 
accounts to give of its value as an 
advertising medium, having made 
special tests. Some place it next to 
the Mews in value. They grant it 
12,000 in circulation. ,These are the 
figures it claims. It prints an invita- 
tion for advertisers to visit its press- 
room at any time. 

There are about 16,000 Germans in 
Indianapolis and the 7e/egraph is their 
leading daily. It is a high-class jour- 
nal with the Associated Press service. 
It practically covers the German field. 


THE INDIANAPOLIS ‘“‘ NEWS.” 

There is probably no newspaper in 
the United States that stands quite as 
strong in its own field as does the 
Indianapolis Mews. I do not forget 
the Washington Svar, the Chicago 
Daily News, nor the Detroit Mews, 
nor any of the papers that have ex- 
ceptionally iarge circulations propor- 
tionate to population, | .c none of these 
papers have such a surprising lead 
over all their competitors as does the 
Indianapolis Vews. The Mews has 
two or three times as much circulation 
as any other paper in its field. It has 
approximately as much circulation as 
any three Indianapolis papers com- 
bined. Its advertising rates average 
more than double the rates of any pa- 
per in the field, and its influence is 
conceded to be almost dominant on 
questions of public interest. 

ITS INDEPENDENCE. 

These things are specially remark- 

able because the Mews is an absolutely 


independent newspaper and has never 
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sacrificed its editorial convictions for 
the sake of popularity. On the con- 
trary, it has frequently dared to offend 
both os parties. But so virile 
is truth, so strong and ‘magnetic is the 
newspaper that is truly independent. 
The News seems to have grown 
stronger and greater every time it has 
waged war for the public interest, and 
it is waging war for the public interest 
all the time. After supporting Gen- 
eral Harrison for the presidency and 
being a potent factor in his election, 
the Mews recently criticised the 
ex-president for accepting a $15,000 
check for defending the interest of the 
street railway combine. 

So thoroughly independent is the 
News that its owners have an agree- 
ment not to have any financial interest 
in anything subject to legislation or 
the comment of the press. Its owners 
need no other financial interest. The 
News is one of the most prosperous 
publications in the country. 

EDITORIALLY. 

The News editorial rooms exemplify 
the prosperity of the paper. The edi- 
tor-in-chief is Mr.Charles R. Williams, 
formerly of New York, who is also a 
partner. The others are Major Rich- 
ards and Mr. Delevan Smith, who suc- 
ceeded his father, the late lamented 
William Henry Smith. Major Rich- 
ards as publisher of the Mews is not 
only credited with the increase that 
has marked the paper’s circulation and 
advertising during the past five years 
during which he has been in complete 
charge (owing to the retirement of Mr. 
Holliday), but to him is also attributed 
a large share of the strength and suc- 
cess attained by the News from its 
foundation through the early struggles 
that naturally characterized its career 
as the pioneer two-cent daily founded 
west of Pittsburg. Major Richards is 
one of the strongest personalities in 
modern journalism. He is one of the 
founders of The American Newspaper 
Publishers’ Association, and is known 
from one end of America to the other 
as one of America’s foremost newspaper 
publishers. His counsel is highly val- 
ued in the deliberations of his fellow 
journalists and, like his paper, he is 
classed with the ten or dozen publish- 
ers whose conception of journalistic 
ethics and methods are the great form- 
ative influences that are creating a 
dominant sentiment in favor of high- 
class, honest, complete, clean news- 
papers, the most absolute integrity in 
their business management. 





There is nowhere in journalism a 
newspaper which adheres to a higher 
conception of both journalistic and 
business principles, 

Circulation and advertising are held 
in. contempt before the editorial dignity 
and integrity of the paper. There have 
been many crises in the career of the 
News where it has jeopardized its busi- 
ness interests by espousing a cause in 
which it believed. It has offended the 
Republicans again and again by indors- 
ing Democratic nominees for office, and 
it has offended the Democrats equally 
as often by throwing its influence with 
the Republicans, and there are occa- 
sions on which it has offended both at 
the same time. But Democrats and 
Republicans have both learned that the 
Indianapolis Vews is impartial and en- 
tirely unbiased in its presentation of 
the news, and that in its editorial policy 
it always does what it believes to be 
right and for the best interests of the 

ple of Indianapolis and the State of 
ndiana, and, in national campaigns, 
the people of the United States. That 
is why it is read universally by both 
Democrats and Republicans and com- 
mands as well an enormous influence in 
both city, State and national politics. 

The recent election of a Democratic 
mayor and Democratic municipal of- 
ficials is attributed to the Vews more 
than to any other influence, while there 
are any number of monuments of wis- 
dom and public spirit manifested 
throughout its career. 

It is practically impossible to carry 
into legislation for Indianapolis any 
scheme opposed by the Vews, or long 
to postpone any reform persistently ad- 
vocated by the Mews. 

WHAT ADVERTISERS SAY. 

In interviewing the advertisers of 
Indianapolis, I found universal recog- 
nition of its unparalleled predominance. 
They say the Mews has all the circula- 
tion it claims—that it is read by every- 
body, and as a newspaper it has a 
strength, character and completeness 
that makes it indispensable to the intel- 
ligent reader. A record of the amount 
of advertising printed in the different 
papers of Indianapolis shows the Vews 
has an average of thirty or thirty-one 
columns, the Sestinel an average of 
sixteen or seventeen columns and the 
Sournail an average of eleven or twelve 
columns, The rate on the ews is 
very low compared with its circulation, 
especially when it is remembered that 
its circulation statements are based 























merely upon the number of copies act- 

ually sold and paid for. It does not 
take into account anything except the 
paid circulation. 

The following is a detailed statement 
analyzing the circulation of the Vews 
in the city of Indianapolis and the State 
of Indiana ; 

THE ANALYSIS. 
State—Delivered to houses in 
over 400 towns other than In- 
dianapolis......++- een epsetece 15,277 
CITY OF INDIANAPOLIS DIVIDED AS FOLLOWS: 
Well-to-do: Own homes and con- 


sidered good....s0-+++++++2-++ 10,510 
Poor: Working people, but thor- 
yughly good pay..... e ++ 7,TOO 
Rich: Pay taxes on $10,000 or 
MONG, .senesases ceveecccenees 1,700 
Street and news-stands: Many 
papers delivered from news- 
stands go — homes, neigh- 
bors calling for papers........ 1,170 
Transient and Unreliable: Pay 
required in advance.......... 243 
otal for Indianapolis...... 20,723 
Outside State...,...+- evccece 66; 


Total woe ty circulation of the In- 

dianapolis News. ........+++ . 36,663 

The NVewsanalyzes its State circula- 
tion very completely, giving a list of the 
420 towns in which it has its home de- 
livery system ; it says: 

‘‘The country circulation of the 
News is greater than the whole circula- 
tion of any other Indianapolis daily. 
The country circulation of the Vews is 
not duplicated by dailies from larger 
cities. Indianapolis is the geograph- 
ical center, the capital city and the 
great railroad terminus of the State, 
the city that all Indiana looks to as the 
distributing point for State and national 
news. Seventy-three express trains de- 
part from Indianapolis Union station 
daily. The Mews prints no weekly, 
the daily reaching the really wide-awake 
farmers and merchants and even re- 
mote parts. Stage lines connecting 
with railroads being also used.” 

The Indianapolis Mews carries from 
eight to sixteen columns of liner adver- 
tising, printed on a neat, attractive and 
easily read plan that probably has con- 
siderable to do with the very large 
amount of this kind of advertising that 
the Vews commands. If any Chicago 
paper carried as much of this advertis- 
ing proportionate to the population as 
the ews carries, that Chicago paper 
would have twenty-four pages of it. 

MECHANICAL PLANT. 

The Mews has two Hoe double sup- 
plement presses that print eight, ten, 
twelve, fourteen, sixteen or twenty-four 
pages at atime. Besides these presses, 






PRINTERS’ INK. 5 


is a place reserved for a third of the 
same kind and capacity, and which the 
News expects before many years it will 
be obliged to put in. The mechanical 
plant of the Mews is a study in modern 
newspaper making. The pressroom, 
composing room—the whole establish- 
ment, were planned by Major Rich- 
ards, after he had visited the leading 
newspaper offices of Europe and Amer- 
ica. When he built the new News 
Building, something over a year ago, 
he embodied in it the best ideas known 
to the best newspapers in the world, 
and added improvements of his own 
devising. Not only is the building 
fireproof, but its mechanical equipment 
is in duplicate. 

The linotypes, imposing stones, ste- 
reotyping plant and the presses are all 
on the same floor. This gives an ad- 
vantage in time saved and closeness of 
touch between the departments. 

The Mews gets good results in all 
its mechanical departments, and the 
papers that come out from the press- 
room through Major Richards’ tun- 
nel to the main office are very credit- 
able in every detail. In appearance the 
News resembles the Chicago papers— 
clean typography, good ink, good 
paper and fine presswork. It is illus- 
trated, but not extravagantly. The 
illustrations it presents are well se- 
lected and well executed. 

WHY ITS SUCCESS. 

During the twenty-four years that 
Mr. Holliday wasassociated with Major 
Richards in the conduct of the Mews, 
the utmost harmony prevailed between 
the editorial and the business depart- 
ments, owing tothe fact that the asso- 
ciation between Mr. Holliday and 
Major Richards was founded upon the 
identity of their ideas as to what con- 
stitutes a perfect newspaper, an ideal 
attained by Mr. Holliday from the 
foundation of his paper and maintained 
inviolate by Major Richards to the pres- 
ent day. Ask any prominent citizen of 
Indianapolis to define the reason why 
the Mews has become the phenomenal 
success it is, and he will tell you it is 
due to Mr. Holliday and Major Rich- 
ards, exemplifying the truth set forth 
by ex-President Harrison to me when 
I called upon him at his home and asked 
for an expression of opinion regarding 
the newspapers of this country. 

‘* A newspaper is just what the peo- 
ple who publish and edit it make it. 
If it is courageous, high-minded and 
devoted to the interests of the public, it 



















6 - 
is because the men who make that paper 
have courage and honesty and the right 
conception of journalistic duty.” 

Mr. Holliday has been retired from 
active newspaper work for some five 
years now, but the principal people of 
Indianapolis still feel the strong per- 
sonality he injected into his editorial 
conduct of the Mews and entertain for 
him the highest respect and the warm- 
est appreciation. His successor in the 
editorial management of the ews, 
Mr. Charles R. Williams, has clearly 
demonstrated that he has the virile pen, 
the fearless frankness and the keen an- 
alytical cast of mind which are the séve 
gua non for successfully editing an in- 
fluential, independent newspaper. 


INDIANAPOLIS “SENTINEL.” 
The Sentinel is the only Democratic 

daily in Indianapolis, and the leading 

Democratic daily of Indiana. 

Its editor and proprietor, the Hon. 
S. E. Morss, is the leader of Indiana’s 
Democracy. Heis eminent in his party, 
having been Consul General to France 
and now prominently mentioned for the 
United States Senate. He is a gifted 
orator, a finished scholar and one of 
the most popular citizens of Indiana. 
The leading people of hiscity and State, 
without regard to party predilections, 
hold him in the highest esteem, For 
instance, both Major Richards, of the 
News, and General New, of the Jowr- 
nal, are among his warmest personal 
friends and admirers. He is the presi- 
dent of the Hermitage Cluband a mem- 
ber of practically all the most prominent 
organizations in the city. 

His paper has a constituency of its 
own. ‘* They are the Democrats of 
Indiana, and you couldn’t force them 
not to read the Sentinel,” is the way 
one of Indianapolis’ leading advertisers 
expressed it. 

Some of them have read the Sentinel 
in their families for fifty years. The 
Sentinel, both daily and weekly, is the 
oldest paper in the State. The weekly 
was founded in 1822 and the daily in 
1841. Advertisers speak of the Sen#i- 
nel’s value as a medium to reach the 
cash buyers. ‘‘We have noted for 
many years the people who come in 
here to buy jewelry of us,” said Mr. 
Carl Walk, of Julius C. Walk & Co. 
‘*We find among them a great many 
people who come with the money ready 
to pay cash. They belong to the Sen- 
tine?'s constituency. The Sentinel 
brings us very valuable results from the 
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cash-paying portion of the public. We 
have advertised in the Sentinel daily 
for a very long time.” 

“*Tt don’t make any difference to me, 
the exact circulation of the Sestine/,” 
said Mr. Wm. L. Elder, the leading 
dealer in high-grade furniture. ‘ The 
way to reach the Democrats of the city 
of Indianapolis and the State of Indi- 
ana is through its columns.” 

The Sentinel is a three-cent morn- 
ing daily, with a Sunday and a weekly 
edition, Its news service is the Asso- 
ciated Press and special correspond- 
ence from all parts of Indiana. 

“‘Our circulation goes into every part 
of the State,” said Mr. B. McCarthy, 
the business manager. ‘* We send out 
of this city some of the largest bundles 
of daily papers sent out by any paper— 
larger, in fact. Wesend675 papers to 
one county in the northern part of the 
State, and there are four towns where 
we send over 250 papers daily. We 
have a mailing list on our daily of over 
3,000. 350 agents handle it through- 
out the State. We push our circula- 
tion in every legitimate way. Our circu- 
lation daily is 18,500, weekly 27,000.” 

Mr. W. H. Deacon, the advertising 
manager of the Sentine/, said : 

‘* We don’t base our claim upon the 
mere figures of our circulation. The 
results advertisers get from advertising 
in our columns is the reason we carry 
so much advertising and get such a 
good rate. We carry more foreign ad- 
vertising than any two papers published 
in the State of Indiana. We carry con- 
siderable exclusive advertising, such as 
the ads of the Gorham Manufacturing 
Co., and Hotels Plaza, Waldorf and 
Empire. And, by the way, the patent 
medicine men consider Indiana their 
best field. We carry all the leading 
patent medicine houses regularly,” 

The mechanical facilities of the 
Sentinel consist of a battery of lino- 
types, the latest faces of type and a Hoe 
perfecting press. 

**We have really a circulation of 
50,000 or nearly that, when you consider 
that our weekly carries the news up to 
the latest hour of going to press, and is 
taken by about all the Democrats in the 
State who do not take our daily,” con- 
tinued Mr. McCarthy. ‘*‘ We make our 
weekly of interest to every member of 
the home circle. We print a great 
deal of good miscellany, stories and a 
resume of the news of the world. 

** The Sentinel is the people’s paper 
of Indianapolis. It is pledged to war- 
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fare on monopoly and oppression wher- 
ever they manifest themselves. The 
Sentinel has a wide influence. It was 
largely instrumental in effecting some 
of the great reforms in which Indiana 
rejoices, such as the adoption of the 
Australian ballot, the school book law, 
the city charter, the free and salary bill 
and the tax reform law. In advocat- 
ing the majority of these measures the 
Sentinel stood alone in the Democratic 
field. The Sentinel has never been 
subsidized.” 


“THE SUN.” 


Aninteresting fact developed by my 
investigation of the Indianapolis news- 
paper situation is the progress made by 
the Sun. Every advertiser whom I 
interviewed said that the Sus had made 
wonderful advances. Some of them 
told me of tests that they had made that 
had demonstrated the value of advertis- 
ing in the columns of the Sux. These 
facts are brought out in the interviews 
published elsewhere. 

They said that the reason the Sun 
had grown so strong was that it is a 
crisp, complete, enterprising one-cent 
newspaper, perfectly fearless in its edi- 
torial independence and constantly keep- 
ing things stirred up, eitherthrough its 
news columns or its editorial columns. 
They spoke of the crusade the Sus had 
waged in the recent street railway con- 
troversy, in which the Su, with all 
the other papers opposed to it, came 
out victorious, 

The Sun is an eight-page, cleanly 
printed paper, that supplements the 
news service of the Scripps-McRae 
Telegraph Co. with stirring local mat- 
ter, specializing each day something 
that will set people to thinking and thus 
advertise the Sun. 

The Sus has a new building of its 
own next to the Denison Hotel. The 
building is substantial and attractive 
and possesses the charm of being occu- 
pied solely as a newspaper establish- 
ment. Its handsome office, its edito- 
rial rooms, its linotypes, its pressroom 
and a Scott perfecting press combine to 
confirm an impression of up-to-date- 
ness and prosperity. 

I talked with Mr. F. L. Purdy, presi- 
dent of the Sun Company, and the 
managing editor of the paper. After 
reading the opinions expressed of the 
Sun by the advertisers of Indianapolis, 
Mr.Purdy said: “*The Mews is, without 
doubt, the great newspaper of this field. 
It has all the circulation it claims, and 
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is just as strong as it is ever estimated 
to be, or claimed to be. It’s great as 
a newspaper and its management is 
great, but the Vews isa two-cent paper 
and there is room here for a one-cent 
paper, and we have clearly proven that 
the Sun fills the bill as a one-cent 
paper. The Mews has increased in 
circulation nearly 10,000 during the last 
ten years, while the population has in- 
creased nearly 100,000. This shows 
the opportunity that we have improved. 
The Sum has never hurt the Vews a 
dollar, and never will. The reverse is 
also true. As a matter of fact, I think 
the Sus helps the Mews. We have 
certainly cultivated new advertisers,and 
advertising in the Vews has increased 
almost as much as the news service and 
policy of the Mews has changed and 
improved, owing, I believe, to some ex- 
tent, to the influence exerted here by 
the Sun, You can not reach this 
field except by advertising in the Vews 
and Sum. You can not do it by ad- 
vertising in the Sentinel, fournal and 
News or the Sentinel, Journal and Sun, 

** During the last year we have not 
used any efforts to increase our circula- 
tion. We wanted to see if we could 
hold our circulation without making 
any special effort. We find that we can. 
We find that our circulation is not di- 
minished, which is remarkable when 
you remember that the Sun opposed 
free silver, which undeniably hurt it 
with the people through the country 
towns, who would be interested in a 
one-cent paper. However, our circu- 
lation has increased without effort. We 
give the exact figures and swear to 
them, an average of 12.000, of which 
between 8,000 and 9,000 are in the 
city of Indianapolis. Our outside cir- 
lation, about 3,500 on an average, is 
all within thitty miles of this city -and 
really within the retail trading district 
tributary to Indianapolis. 

“The Sun has no politics. We devote 
our whole energies to presenting the 
news. We have 15,000 words daily 
from the Scripps-McRae Telegraph 
Co., and we have a staff of bright 
writers who are getting all the news 
there is in Indianapolis and Indiana.” 

Mr. Purdy believes in the Scripps- 
McRae League as the greatest news- 
paper enterprise in the world, and 
though he does not follow the Scripps- 
McRae style of make-up, he, on the 
contrary, makes his paper as clean and 
attractive in appearance as Chicago 
papers. He keeps closely in touch 
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with the ideas and plans that are mak- 
ing the big circulations in Cincinnati, 
Cleveland and_ Detroit. 
city editor of the Cleveland Press, and 
several of his associates were connected 
with the Cleveland Press and the De- 
troit Daily News, 

The Sun Publishing .Company _ is 
comprised chiefly of Mr. Purdy. Mr. 
Chas. Seabrook, J. S. Sweeney, W. S. 
Speed and A. C. Keifer. They have ac- 
complished much in the ten years they 
have been running the Su# making 
more progress than any one would sup- 
pose possible in a field already pre- 
empted by very strong,successful news- 
papers, ‘The field was too small when 
they entered it, as the Sas admitted in 
its own columns the first day it was 
published, but it is large enough now 
for a one-cent evening paper, a fact 
that the Su# has conclusively proven. 
The Sux is getting the same amount of 
space from some of the large stores that 
the Mews gets, and it is getting a rate 
that recognizes its circulation at the 
figures claimed by its publishers. 

** What is your circulation?” I asked 
Mr. Purdy. 

‘* Twelve thousand.” 

“* How do you prove it?” 

** We publishevery Friday an edito- 
rial asking advertisers to visit our press- 
rooms at any time,” 

Mr. A. C. Kiefer said : 

** We can deliver a copy of the Sux 
to any part of the city within an hour 
and a half after the paper is published. 
Every one of the boys owns his own 
route and any one can readily estimate 
how many boys it will take to cover this 
city in that time, and how large a list 
each carrier must have to make it 
prone to Lim at half a cent a copy. 

Zvery boy has to pay for his own 
papers. 


We print four editions daily 
and extras when the news demands it, 


whether noon or midnight. We got 
out one edition at II p, m. and sold 
3,000 papers; and another edition at 
daylight the day Harrison was elected.” 


INDIANAPOLIS ‘‘ JOURNAL,” 

By all the advertisers of Indian- 
apolis the Journa/ is accorded all the 
circulation it claims. Its manager, 
Mr. George C. Hitt, and who is also 
one of the owners of the paper, has a 
standing for yeracity that is well ex- 
pressed in what Major Richards had to 
say about him : 

**T would take Mr. Hitt’s statement 
of the circulation of the Journal with 


just as much certainty. of its being ab- 
solutely correct as if I had seen the 
ks.’’ 


He used to be boo! 


The standing of the Journal is like 
the standing of its er and of its 
editorial chief, General John C. New, 
formerly Consul-General at London, 
and one.of the foremost Republicans of 
the State, where eminent Republicans 
abound. The Journal is in the same 
list as the Chicago .7ribune or the 
Globe-Democrat. It has the highest 
respect of the best people of Indian- 
apolis and the State of Indiana, and 
its circulation embraces a constituency 
of great purchasing power. -It-has 
quality in the highest degree. It has 
also the potentiality that comes from 
the perfect confidence entertained by 
all of its readers in everything that 
appears in its columns. _ No r in 
the country deserves the confidence of 
its readers more fully than does the 
Indianapolis Yourna/. Its policy is to 
print the news ona metropolitan scale, 
rigidly adhering to the strictest im- 
partiality in handling all political mat- 
ters, and reserving the expression of its 
editorial opinion for its editorial 
columns. It has the service of the 
Associated Press, and it supplements 
this matter with State correspondence 
that gives it great strength with the 
Republicans throughout Indiana. In 
fact, the ournal is considered by 
some advertisers the best mail order 
medium of any of the Indianapolis 
dailies. Mr. Jelleff, the advertising 
manager of the New York Store, said 
that he got better results from the 
Journal for his mail order department 
than from any other paper in the.city. 

The Journal isa paper of undoubted 
influence. It had a great deal to do 
with making General Harrison Presi- 
dent. It ran special trains to the Re- 
publican Convention at Chicago in 
1888, carrying copies of the Indian- 
apolis Journa/ containing matter that 
evidently influenced the convention. 

The Journal has a settled policy of 
high-class conservatism. Its editors 
are men of widely recognized ability. 
Most of the principal people have been 
on the paper for a number of years. 
Mr. Hitt has been with the paper 
since his college days, and Mr. Thos. 
J. Steel has served on its staff for over 
ten years. Mr. Harry S. New, a son 
of General New, is in active editorial 
charge of the Yournal, General New 
not returning to his editorial duties 
upon_his retirement from.public life. 
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The Journal is metropolitan in its 
equipment and appearance. It has ten 
linotypes and two Hoe perfecting 
presses. It occupies a building spe- 
cially constructed for it, and adequately 
expressing the substantial prosperity 
the Yournal has attained. The Jour- 
nals new building faces Monument 
Place and is a model of chaste and 
dignified architecture. 

Mr. Hitt, when I called upon him, 
carefully defined the advertising value 
of his paper. He said: ‘* Our circu- 
lation is equally divided between city 
and State. It reaches practically all 
the well-to-do class of people in this 
community. We do not solicit adver- 
tising eagerly, because our position is 
so well recognized that we easily get 
all the advertising that it is profitable 
to insert in our columns. The Journal 
is a good paper for advertising luxu- 
ries, pianos, jewelry, carriages, high- 
class dress goods and wearing apparel, 
books, government bonds, real estate 
and gilt-edged investment security. It 
is not so good for cheap goods or in- 
stallment houses. Our people have 
the money to buy what they wish, and 
they can not be reached by the argu- 
ment of cheapness or easy payments. 
We are indiffer.nt to advertising, be- 
cause the value and character of the 
Journal is just as well known as its 
circulation. Its circulation averaged 
12,830 for 1897.” 

The Sunday Journal carries a very 
large amount of advertising. It is 
sixteen to twenty-four pages of care- 
fully selected matter and special feat- 
ures. Its circulation is more largely in 
the city of Indianapolis than the week- 
day editions, owing to the scarcity of 
Sunday trains in Indiana. Its circu- 
lation is almost entirely subscription- 
ary, and 9,570 paid. Its circulation is 
practically all cash, paid at 3 cents for 
the daily or 5 cents on news-stands 
and railroads. In circulation, as in 
everything else, it adheres to a con- 
servative, consistent policy. 

It numbers some brilliant graduates 
from its staff, notably James Whit- 
comb Riley, who made his first suc- 
cess on the Journal. The humorous 
paragraphs it publishes daily from the 
pen of R. D. Stephenson are, like its 
literary columns, widely copied. 

It is a paper of such long standing 
and substantial prosperity that its posi- 
tion as the great Republican daily of 
Indiana is likely to remain unassail- 
ablesfot a long time to come. 


THE “GERMAN TELEGRAPH” 
Was founded in Indianapolis in the 
year 1866 by a number of citizens for 
the purpose of having a daily news- 
paper published in the German lan- 
guage; as a large proportion of the citi- 
zens and taxpayers were German, it 
was considered a necessity at the time. 
The company publishing it was called 
‘*The Telegraph Company.” After 
several financial trials it finally 
in 1872 into the hands of Adolph Sei- 
densticker, who organized a new com- 
pany, with a number of the employees 
as stockholders, the place of business 
being at the Indianapolis Publishing 
House on the Circle. From this time 
on the company became prosperous, 
and in 1874 the above location proved 
to be too small, and new quarters were 
procured at 27 South Delaware street, 
its present location, where a plant com- 
plete in every respect was purchased 
and put in operation under the super- 
vision of H. O. Thudium, who was 
then elected superintendent of the 
company, which was incorporated in 
1876 as the ‘‘Gutenberg Co.” The 
paper then was enlarged and improve- 
ments of every kind were added in 
order to keep pace with the times. 

The German Telegraph owes its pres- 
ent popularity to its sincerity in pro- 
tecting the interests of the Germans 
in local as well as national affairs ; 
in fact, in all matters pertaining to 
their welfare, it invariably and fear- 
lessly advocates what is right, inde- 
pendent from any political partisan- 


ship. 

Tine Telegraph as a newspaper fur- 
nishes to its readers all the news of in- 
terest, and being a member of the As- 
sociated Press, it is in a position to 
bring full telegraphic reports of all 
important events which take place in 
any part of the world, especially for- 
eign news, which fact makes it of con- 
sidtrably more value to the German 
readers. It is also in harmony with all 
labor organizations, having the indorse- 
ment, of the Central Labor Union. 

The Weekly Telegraph, which was 
first published in 1872, was in 1882 
consolidated with the /ndiana Volks- 
blatt, which had been purchased from 
the Boettcher estate. The Volksblatt 
having been published since 1848, and 
the combined circulation made the 
weekly a strong factor in State matters, 
since it is the only German paper in 
the State that has catered to a general 
State circulation ; it is read by the well- 
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to-do farmers, and reaches nearly all 
the post-offices in Indiana. 

The Sfottvogel, the Sunday paper of 
the TZelegraph, is printed on extra 
quality of paper, and contains serials 
and literary articles of undoubted 
merit, besides the dispatches and 
honest news. It is used very extensively 
by the large advertisers and frequently 
is enlarged to double its regular size. 
Its circulation greatly extends outside 
of the State, having subscribers from 
Texas to New York. The present 
directors of the Gutenberg Co. are: 
H. O. Thudium, Aug. Woerner and 
Fred Striekbeck. 

There is no question about the 7e/- 
graph being the leading German daily 
of Indianapolis. It is the only Ger- 
man paper in Indiana that has the 
Associated Press, except one in Evans- 
ville. It has a circulation that prac- 
tically covers the German population of 
Indianapolis.’ Some patent medicine 
advertisers have found that some In- 
dianapolis drug stores request that 
goods they put in stock be advertised 
in the 7elegraph. 

The 7elgraph is 30 years old. It 
is one of the high-class, neatly printed 


papers that command respect and influ- 
ence among the prosperous German 


families. The advertisers of Indian- 
apolis give it a great deal of business, 
especially Sunday. Some Sundays it 
carries fifty columns of such houses as 
the L. S. Ayres & Co., New York 
Store, H. P. Wasson, Saks & Co., and 
The When. It carries none of the 
advertising that those on the inside 
know to be taken out in trade. Mr. 
Harry O. Thudium, its manager, is 
widely known in both German and 
English circles. He has madea repu- 
tation for conducting his publication 
on the strictest business principles, 
being perfectly explicit about its circu- 
lation and sticking to rates. He is 
very candid with advertisers, andr has 
been known to advise people coming 
to buy space in the 7elegraph to take 
less than they intended to, on the 
ground that he did not believe it 
would pay them to advertise as exten- 
sively as they planned. He believes in 
high-class journalism, and the Zed- 
graph, particularly its 16-page Sunday 
edition, is conservatively edited, filled 
with well selected news, stories and 
special features, and printed upon ex- 
cellent paper. 

The weekly edition of the 7elegraph 
(the Jndiana Volksb/att) has a circula- 
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tion of about 4,000 among the well-to- 
do German farmers of Indiana, and is 
the principal German agricultural! 
paper of the State. 

read the above statement regarding 
the 7elegraph to Mr. Jelleff, the adver- 
tismg manager of the New York Store, 
and Mr. Jelleff pronounced it correct. 


OPINIONS OF ADVERTISERS. 

Mr. E. K. Chapman, manager of 
Saks & Co., who have the same sort 
of a successful store in Indianapolis as 
they have in New York, Washington, 
Richmond and Norfolk, said : 

‘The Sun is not as good as the Vews, 
but is about as good as any other paper 
in this field. The /ournaland the Sen- 
tinel are excellent mediums, but when 
you get right down to it the Mews is 
the most reliable modern newspaper 
here. The /ournal and Sentinel, how- 
ever, are very strong. The Democrats 
cling to the Sentinel, and this is now a 
Democratic city. Last fall Indian- 
apolis went Democratic and the Mews 
was with the Democrats. The Mews 
has a great deal of influence. I give 
the News credit for having a great deal 
to do with the election last fall.” 

‘*What is your estimate of circula- 
tion?” 

“*T give the Mews allit claims. The 
Journal about 12,000, the Sentinel 
15,000. . The Sentinel claims a big out- 
side circulation. I pay the News a 
good deal more than the other papers. 
I pay the Journal, Sentinel and Sun 
about the same.” 

Mr. G. Robinson, manager of the 
Wm. H. Block Co., a firm that has 
built up a very large business in a little 
over a year’s time by using enterprising 
advertising methods and vursuing up- 
to-date methods, said : 

‘*We advertise daily in the Mews 
from 300 to 800 lines, and daily in the 
Sun 200 lines; in the morning papers 
we advertise about 200 lines a week, 
and Sunday about 400 lines. That 
tells pretty nearly what we think of the 
different papers. We have put the 
papers toa test here and I am positive 
that results warrant us in rating the 
papers in about the ratio of the amount 
of space we use with each.” 

“You seem to use a good deal of 
space with the Sun.” 

‘* We have a standing contract with 
the Sun. We have increased our space 
in the Sun five times in the past year. 
We are getting as good results from the 
Sun as from the two morning papers 
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combined. The Mews, of course, has 
by far the best place in this field, and 
our advertising indicates the value we 
place upon it. The Sun is giving us 
good returns right along. They are 
bright young people on the Su,whose 
advertising ability is worthy of con- 
sideration, and so is their paper.”’ 

Mr. Ferdinand Mayer, of Charles 
Mayer & Co., very large dealers in 
crockery and fancy goods, a firm that 
is known all over the United States 
and has been prominent in Indianapo- 
lis for about half a century, said : 

“Can anybody tell the resuit of 
newspaper advertising? We can not 
with absolute certainty. We do not 
advertise prices much, for we are not 
that kind of a store. We believe this 
is one of the first-class stores of the 
country, and we plan our advertising 
with an idea of keeping the name of 
the firm before the people more than 
anything else. We advertise prin- 
cipally in the four daily papers, and of 
these we use the Journal most. We 
also use the two German papers which 
seem to reach a certain class of people 
that the other papers do not reach.” 

Mr. William L. Elder, of the oldest 


furniture house doing business in In- 
dianapolis, who caters to the better 
class of trade very much like the Payne 
Furniture Company, of Boston, said : 

‘* All the papers here are valuable. 


Each reaches a certain class. The 
News is undoubtedly the leading paper 
of the State and has the largest circula- 
tion. In many respects I consider an 
evening paper a more desirable medium 
for advertising for a retail merchant. 
The Journal and Sentinel occupy cach 
a field of their own, and to cover the 
ground properly it is necessary to use 
both. Ihave used both for a number 
of years and I consider it a good in- 
vestment. The Sus has certainly had 
a wonderful growth during the past 
few years, but I do not consider it so 
valuable an advertising medium as the 
three papers mentioned because its cir- 
culation is not among the class of peo- 
ple who are my best buyers—the well- 
to-do class.” 

‘What do you put the circulation 
of the Journal and Sentinel at?” 

‘* What difference does it make to 
me whether the Journa/ and the Senti- 
nel have twelve, thirteen or fifteen 
thousand circulation? I must use the 
Journal to reach the leading Repub- 
lican readers, and I must use the Sen- 
tinel to reach the leading Democratic 
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readers. Of course, their rates should 
be proportionate to their circulation.” 

Mr. John D. Brosnan, of Brosnan 
Bros., a department store that deals in 
goods for the masses, said : 

‘*T regard the Indianapolis Mews as 
the best advertising medium we have 
in Indianapolis. It has done us more 
good than any of the other papers. 
While we do not advertise in the Suz, 
we regard it as a very enterprising 
paper. The Sentinel and Journal's 
Sunday issues are all right. We re- 
ceive a great deal of benefit through 
their country circulation.” 

Mr. J. E. Jackson, manager of the 
George J. Marott shoe store, said : 

‘*The Vews is much the best me- 
dium. We advertise in it more than 
in any of the others. It seems willing 
to prove its circulation at any time. 
The Journal is good, especially the 
Sunday Journal, Asa daily advertis- 
ing medium, the Sw comes next to the 
News. It has come ahead consider- 
ably of late.” 

Mr. H. P. Wasson, a leading dry 
goods merchant, said : 

‘* There has not been much change 
in the newspaper situation here. I 
think all the papers have grown some 
on account of the increase inthe popu- 
lation.” 

Before I called on ex-President Ben- 
jamin Harrison, I was told by several 
people that it would be impossible to 
secure an interview with him, and 
therefore I was not disappointed when 
Mr. Tibvets, his private secretary, con- 
firmed this impression. He said, how- 
ever, that General Harrison would see 
me and tell me why he would not care 
to be intervie:ed. Mr. Tibbets also 
talked informally with me regarding 
the newspaper situation in Indiana 
olis, saying that practically compealy 
took the ews because of its complete 
presentation of the news. He paidan 
especially high compliment to the Vews 
as a great news gatherer. Mr. Tib- 
bets referred informally to the recent 
street car controversy in Indianapolis, 
and said that the Sw# had been the 
only paper that had reported the un- 
biased truth in the matter, not caring 
whom it hit and hitting both sides 
indiscriminately. He though. this had 
strengthened the Sus a great deal, and 
that the Su had progressed remark- 
ably in the last year or so, presenting 
as it does in crisp and fearless manner 
what is sensational and attractive. He 
said that he did not mean by sensa- 
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tional that the Sw was disreputable 
in any way. He said, onthecontrary, 
the contents were clean and creditable. 
He said that by sensational he meant 
that it was always going into things 
that interested people and that were 
out of the ordinary. 

Mr. Will D. Nesbitt, the advertising 
manager of the When Clothing House, 
one of the oldest and largest advertis- 
ers in Indianapolis, said : 

‘*In order to cover this field one 
must use all the papers. One is better 
for one class of people and another is 
better for other classes. The Journal 
is excellent for the higher class of 
trade—best for advertising dress suits 
and men’s and boys’ fine clothing. You 
can bank on what the Journal says re- 
garding its circulation. It is undeni- 
ably a paper of high standing. The 
Sentinel has a very large factory circu- 
lation. I think it has 15,000 to 18,000. 
Deacon’s personal influence and popu- 
larity with the advertising men has a 
great deal to do with the amount of 
advertising it gets. He doesn’t bother 
us when we're busy, and he doesn’t try 
to make us swallow exaggerated state- 
ments of circulation. 


‘* The Suz isa surprise to some peo- 


ple. It has a ci culation of 9,000 in 
this city. It brings us good returns 
when we advertise for middle class 
people—people who haven’t a very 
large amount of money, but whospend 
that money and who don’t run book 
accounts. We get good returns for the 
money we invest in the Sun. It is 
just as good an investment at the rate 
it charges as anyin the field. The Sux 
is getting better every day. It has 
done wonders in the past year and a 
half, since it came out with eight pages 
fora cent. It has a circulation of at 
least 12,000. 

‘*The Sum goes to a very good class 
of people. Its news handling is short 
and to the point. It’s a busy man’s 
paper. It’s got the greatest way of 
smashing the dickens out of pets and 
hobbies. It seems to be perfectly fear- 
less in dishing up the news. 

‘*The Mews has the largest circula- 
tion, so, of course, one gets a bigger 
audience when he approaches the peo- 
ple through that medium. Everybody 
concedes that it is the best advertising 
medium here, but as I said at first, we 
find it a good idea to use all the papers. 
I have often noticed surprising results 
in the When’strade from an ad’ placed 
in the Vews. I would make this criti- 
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cism, or complaint, and that is that 
position in the Vews cuts a very large 
figure, as far as results in the clothing 
trade are concerned. The News peo- 
ple are very dictatorial about how much 
space they will allow you or what posi- 
tion you may have. Still, it’s their paper 
and their business, and if we can’t get 
what we want, we don't spend our 
money for what we do not desire.” 

Mr, Nesbitt gives much credit for 
the success of the When’s advertising 
to the suggestions and advice of Mr. 
J. T. Brush, resident partner of the 
When Clothing Company, who has 
made the When what it is. 

Mr. J. A. Rink, who has one of the 
finest fur, cloak and suit houses in the 
United States, having built up a very 
large and successful business in the past 
ten years, said : 

‘*T swear by one medium which has 
made me what Iam—the Vews. There 
are three good papers—the Vews, Jour- 
nal and Sentinel—but the Mews is the 
paper that has made me. I have made 
a little fortune out of the Vews. It 
reaches more people in the city and out 
of it than any paper I ever advertised 
in. I have paid it in ten years $15,000 
for advertising. I advertise in all the 
poner but consider that I reach every- 

y by the Mews. Iam not wedded 
to the Vews, and I have no interest in 
the paper otherwise than as an adver- 
tiser, but I must say that I get great re- 
sults from it. I have quit advertising 
in the Journal and the Sentinel.” 

Mr. Joseph Wineman, manager of 
People’s Outfitting Company, that <oes 
a large business in furniture, both on 
the cash and installment plan, said : 

‘*T have had considerable experience 
advertising in the Vews and Sun, and 
find them very valuable advertising 
mediums. I find they reach every 
household, and that, sincerely adver- 
tised in—that is, honestly advertised 
in—I find them giving value for all 
money spent with them. We have 
never gone so far as to test the circula- 
tion figures of these papers, but we have 
every evidence to show from results 
that these papers are universally read. 
The Sun has made wonderful improve- 
ments in the past year or two. Ihave 
tested its value again and again by ad- 
vertising special articles in it, and 
though at one time a year or two ago 
we thought our money invested in the 
Sun was thrown away, yet to-day the 
Sun is what might be called one of our 
‘pets.”. We have no interest in the 
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Sun except in a business way. The 
Sun people are hustlers and are mak- 
ing their paper a very valuable adver- 
tising medium. The WVevws has every- 
thing that can be obtained, and I do 
not know as they can reach out for 
anything more than they have got. It 
has full capacity—all that it is possible 
for it to attain as an advertising me- 
dium it has already.’ It certainly has 
all the circulation it claims. I do not 
know the circulation of the Su#. The 
Sun has recently put in new presses 
and typesetting machines.”’ 

Mr. A. W, Taylor, the president of 
the Taylor Carpet Company, which 
does a very high-class business, said : 

‘* We advertise almost exclusively in 
the Vews, because we believe it reac!es 
nearly all the people in this city and 
the surrounding towns.”’ 

Mr. F. R. Jelleff, the advertising 
manager of the New York Store, said : 

‘‘There is no question about the 
News being the paper in this city. 
The News has all the circulation it 
claims; I never heard any or.e doubt its 
circulation statement. We pay thie 
News double what we pay any other 
paper. It supported McKinley and 
sound money, though in the recent lo- 
cal campaign it supported the Demo- 
cratic ticket. It isa paper of great in- 
fluence. In local campaigns one can 
never tell which side it will espouse. 
It is read by all classes of people. We 
get splendid and immediate results 
from the News. The Mews has put in 
a new press by which it prints ten, 
twelve to fourteen pages. 

“*T like the Sun very much. We al- 
ways get good results according to the 
rate we pay. In space I use the same 
amount in the Sv# as I use in the 
News. The Sun is a one-cent paper 
that caters to the working classes. I 
have had occasion to note its value, 
for several times mistakes have occurred 
in our advertising. For instance, an 
article would be mentioned as 9 cents 
instead of 29 cents, and I found that 
there was a great rush for these things, 
which shows that the paper must be 
read. Its circulation is about 12,000 
or 13,000, about the same as the 
Journal s. 

‘I believe the Journal will make 
an absolutely reliable report of its cir- 
culation. I would accept anything 
Mr. Hitt says as absolutely true. It 
goes to a very high class of people 
and it gets out into the country among 
the ‘farmers’ and small towns. The 
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Daily Journal is mentioned in :our 
mail orders more than any other 
paper. 

‘There is no doubt that the Daily 
Journal is the best mail-order medium 
in the field. The Journal enjoys the 
highest respect and the utmost confi- 
dence of our people. Everybody knows 
that. The Weekly Journal and the 
dIndiana Farmer are both very good for 
mail orders. The Journal goes really 
among our best people and somewhat 
all classes, but it is best especially 
among the higher classes. 

‘“‘The Sentinel is the one Demo- 
cratic paper in this field, and it has a 
very strong place with a Democratic 
constituency. Don’t know what its 
circulation is. Mr. Morss isa man of 
high standing in this community, and 
is looked upto. He is a remarkably 
smart man. Hecommands an intense- 
ly loyal following among the Demo- 
crats of this city and State. 

‘*We prefer an evening paper to a 
morning paper for advertising, as in 
this community an evening paper is 
taken home and read by the women. 
However, we use a four-inch ad in the 
morning dailies every day in the year. 
We regard the Sunday papers as of 
more value than the morning papers.” 

‘* What do you regard as the best 
paper in the United States ?” 

‘* Probably the New York Herald, 
though I enjoy the Philadelphia Record 
more than any other paper that comes 
to this office. It contains more news 
than any other paper! read. It seems 
like a good home paper.” 

Mr. Horace E. Ryan, advertising 
manager of L. S. Ayres & Co., a firm 
that caters to the higher class of trade, 
like Arnold, Constable & Co., of New 
York, and the largest in its line in 
Indianapolis, said : 

‘*It is not hard to state the situation 
here as regards circulation. The 
News is generally credited with all 
it claims, 36,000 to 37,000. It is a 
good paper, locally popular, and well 
distributed throughout the State.” 

‘*T am told that this is probably 
double that of any other daily.” 

‘* That is the general impression.” 

‘Well, may I ask: Do you pay 
the Vews twice as much as any other 

per? ”” 

‘*Not quite, but considerably more 
than we pay any other paper.” 

** What about the Sun? ''., » 


The Sun bas'come to the front 


wonderfully. It claims and offers to 
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prove 12,000 a day, and is a popular 
medium with most local merchants. 
‘‘The best proof of the value we 
lace on the Journal and Sentinel lies 
in the fact that our advertisements ap- 
pear in their columns every day of the 
year. The Journal is a clean, high- 
class paper, whose circulation state- 
ment can be depended upon. It de- 
mands and gets a good rate. The 
Sentinel has a special value in reach- 
ing the Democrats of this community, 
many of whom seem. wedded to it. 
It is conceded 12,000 to 15,000 daily 
circulation.” 
——+or—__—_ 


POSTAL INCONSISTENCIES. 


In our December issue there ap- 
peared a page scored so that it could 
be torn out of the book. In the 
January issues of nearly all the 
medical and dental magazines which 
come to us in exchange, there were 
similar pages, blank subscription appli- 
cations, all of which had evidently 
been passed through the post-offices 
at the various cities where published. 
The most interesting point cited above 
is that the New York post-office passed 
our December issue without question. 
We have, of course, a copy of the 
postal laws, in which we find no law 
prohibiting the insertion of a page 
scored to be removed. Neither had 
we received any notification from the 
postal authorities that any such law 
exists. It seemed entirely within our 
right therefore to insert the blank 
petitions to Congress, scored for ready 
removal, and they were bound with 
the book. The entire issue was taken 
to the post-office, whereupon the agent 
after examining the sample copy, which 
must be presented each month, declined 
to receive the magazine as second-class 
matter, declaring that a law prohibits 
the placing of a ‘‘scored” page in 
periodicals admitted to second-class 
rates. He could not show us a copy 
of the law in the published postal guide, 
but merely had a private copy of it 
pasted in his own book of instructions. 
Moreover he declared that the rule is 
an old one. An appeal to Washington 
delayed the magazine two or three days 
longer, the decision finally being that 
all the ‘‘scored’’ pages must be re- 
moved before the magazine could be 
mailed. It was necessary to remove 
all of the magazines from their 
envelopes, and take out the petitions, 
this work applying to the foreign as 
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well as to the domestic edition. It was 
pointed out to the postal agent that 
as he had passed the December issue, 
we had a right to believe that the in- 
serted page was legal, and that it was 
an injustice to stop our magazine and 
cause the additional work and expense 
which would be entailed, and we urged 
that the January issue might be passed, 
and the law be enforced in the future. 
The reply was brief. 


‘“'That isthe law. You must com- 


ply with it.”—Jtems of Interest. 
> 


ADVICE FROM THE AGENT. 


DO NOT REDUCE SPACE—STICK TO 
THE BES? PAPERS—DO NOT EXPECT 
RESULTS TOO SOON, 

» Feb. 2, 1898. 

The Geo. P. Rowell Advertising Co, : 
GENTLEMEN—We have been looking into 

the results that have come in from the adver- 

tising we have been doing. We find that Chi- 
cago Record is 150 per cent better than the 

News or Tribune, and both these papers cost 

more than the Record. We find the Christian 

Herald twice as good as the Sunday School 

Times, while the cost is very near the same. 

What we have done has been experimental ; 

what we want to dois to obtain results. We 

suggest for your consideration the propriety 

of placing a properly-worded ad ina E; r 

number of the papers having more lim- 

ited circulation than those we are using, 

and reducing the space, so that the same or 
less expense will cover a more extended field. 

Now what is our interest must certainly be 

yours, and we hope that you will consider 

this problem so that the money expended 
may produce satisfactory results. 
Yours truly, 


Wew York, Feb. 4, 1898. 

Dear Sir—Referring to the propriety of 
reducing the space in the publications now car- 
rying your advertisement, and adding other 
publications, we would state that no matter 
what be are made, the quantity and 
quality of the circulation you are now gettin 
can not be duplicated for the money. If, 
however, the service is to be strengthened, 
in no more effective way can it befdone than 
by doubling the space. Do not, for a mo- 
ment, think of reducing it. 

Results from advertising are usually slower 
than are expected, but experience proves that 
the greatest successes are achieved by select- 
ing the best mediums and concentrating en- 
ergy and attention in the effort to obtain 
from these a full measure of results. 

With regard to the Chicago papers. If any 
changes are to be made in the service there, 
we recommend that the advertisement be 
ordered to appear three times a week in the 
News and in the Record, and one time a week 
(Sunday) in the Chicago 7yibune. The Sun- 
day edition costs one-third more than the 
daily, but it is far-reaching in circulation and 
influence. Very veupeullalie. 

Tue Geo. P. Roweit ApvertisinG Co, 


IF a public speaker talks in so lowa tone 
that he can not be heard, his persuasion will 
be of no effect. And the advertiser who imi- 
tates him will have as fruitless a harvest. 
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In the American 
Newspaper Directory 
for 1897, December 
issue (the Rowell Book), 
the Burrato EVENING 
News gets credit for a 


greater output than the 
combined circulation 
accorded to all the 
other Buffalo Dailies. 





Out of 2,169 daily papers the Directory places 


the Burrato News No. 29 on the list. 
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QUALITY WITHOUT QUANTITY IS 
NO GOOD. 


Office of 
Tue “Country Epitor.” 
Walter Williams, editor. 
Conumstia, Mo., Jan. 31, 1898. 
Editor of Printers’ Ink: 

Will you please state,in your opinion, if 
there is any difference in value as an adver- 
tising medium between a newspaper with a 
paid-in-advance subscription list and a news- 
paper whose subscribers do not pay in ad- 
vance, other conditions being equal. Very 
truly yours, WALTER WILLIAMs. 


The newspaper whose subscriptions 
are all paid for in advance is likely to 
have a select list corresponding perhaps 
to a family where the sons and daugh. 
ters have died off, but the grandfather 
and a maiden aunt still survive. The 
paper that allows latitude to its sub- 
scribers in the matter of payment may 
have among its readers those who are 
not of higher grade but it will have 
more readers than the other paper. And, 
as every reader will consume food and 
wear clothes, they are all worth some- 
thing to the advertiser: possibly as 
much as the superannuated and more 
methodical people who buy and read 
the other paper. 


RECKLESS AND IMPROVIDENT 
MICHIGANDERS. 


Detroit, Mich., February 4, 1898. 
Editor of Printers’ Ink: 

We recently obtained by paying $1 for the 
same to the George P. Rowell Advertising 
Company, a catalogue, bearing on the front 
page the following: “ A complete catalogue 
of papers printing over one thousand copies.” 
Having to look up the circulation of some of 
the papers in =e Ontario, giving this 
town simply as an illustration, we find that 
not one paper is mentioned. This gives us 
the impression that there is not a paper 
published in Guelph having a circulation of 
one thousand. have no interest in the 
newspapers in question at all, but know of 
them personally, I am in a position to state 
positively that I will wager $100 that both 
the Heraldand Mercury of Guelph have a 
weekly circulation exceeding one thousand. 
If these papers can not prove it I am willing 
to lose the $100. I simply call attention to 
this one illustration to show that the book 
which purports to be based upon the American 
Newspaper Directory can not be relied upon. 
Possibly only those ‘newspapers having a 
circulation of over one thousand, who pay 
for their advertisements in the book, may be 
inserted. If such is the case, we think it 
would only be honest to state so in the 
catalogue. Possibly this matter may be an 
oversight. We shall be pleased to have an 
explanation if there is any. We do an 
immense amount of advertising, and of course 
want the most reliable information we can 
get on newspapers that we are not familiar 
with. Rs. Kennepy & Kercan. 


~ Explanatory of the above, Mr. Ken- 
nedy of the Rowell Advertising Co....siders hig very reasonable ferM, 
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(no connection of the Docti.r Kennedy 
named above) says that as his book 
does not contain any advertisements. 
he thinks that the supposition that its 
ratings are influenced by patronage is 
rather far-fetched. He further says 
that the fact that these reckless med. 
ical men in Michigan are willing to 
bet a hundred dollars that the Guelph 
papers print more than a thousand 
copies is not to his mind any proof 
that they do, and he says that he has 
no knowledge that the Guelph papers 
aforesaid make any claim to printing 
so many copies regularly. 

—_——_+or——_— — 


NOTHING IN IT. 


New. York, Feb. 2, 1898. 
Publisher of “Herald,” Boston, Mass.: 

Dear Sik—For six inches double-column 
space, occupied by advertisements of the kip- 
ans Tabules, similar to the inclosed, to run 
every day including Sunday, 365 times, copy 
to be changed each insertion, we will pay 
you $10,000 net. 

Should any edition be so crowded as to 
make it convenient for you to omit the ad- 
vertisement you may do so, such omissions 
to be made good at expiration of contract. 

Upon receipt of your acceptance, copy and 
instructions —_ be nets 5 

ery respectfu 
THE Gus. P. Rows: Aov. Co. 
per T. F. K. 


Tue Boston “* HERALD,” 
E. H. Woods, Publisher, 
F. E. Whiting, Bus. Mgr. 
Boston, Feb. 3, 1898. 
Messrs. Geo. P. Rowell Adv. Co., 10 Spruce 
street, N. ¥. 
GENTLEMEN—I have yours of February 2, 
inclosing copy of Ripans Tabules ad. The 
advertisement will cost you in the Herald 
$31,028.40 gross. We should be pleased to 
receive your order for the same. 
Yours truly, Frep. E. WHITING. 
Small and unimportant newspapers 
sometimes develop considerable in- 
dignation because an advertising agent 
now and then makes an offer which is re- 
garded as not sufficient for the service 
demanded. Such newspapers occasion- 
ally answer curtly, perhaps inclosing a 
rate card, but often fail to tell just 
what sum they do demand. The cor- 
respondence printed above exhibits a 
dignified way of turning down an ad- 
vertising cgntract. It will be per- 
ceived that the newspaper man does 
not fail to name what his lowest price 
will be, and instead of expressing indig- 
nation because a lower offer was made, 
he is good enough to acknowledge 
that he would be pleased to receive the 
order, if the price can be changed to 
correspond with what he doubtless con- 
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Constant Growth. 


The newsdealers of New York City 
continue to give expression to the con- 
tinually increasing demand for the 
New York Times. Here are sample 
statements : 


Newsdealer Einsel, 58th Street, near Madison Avenue : ‘‘ My 
sales of the NEw YorkK TIMEs have increased over 25 per cent in 
the last year.” 

Newsdealer Lyssett, Sixth Avenue, near 58th Street: ‘* My 
sales of the NEw YorK TIMES have increased over 30 per cent 
during the past year.” 

Newsdealer Sigel, roth Street and 8th Avenue: ‘‘ The NEw 
YorkK TiIMEs is selling better than it ever did since I have been a 
newsdealer.” 

Newsdealer Jordan, S. E. corner of Madison Avenue and 
130th Street: ‘‘ The demand for the New YorkK TIMEs is con- 
stantly growing.” 

Newsdealer Kashden, 81 W. 125th Street: ‘* I am daily get- 
ting new customers for the T1MEs.”’ 

Newsdealer Flynn, Madison Avenue and sg9th Street: ‘‘I 
have made frequent additions to my regular order for the NEw 
YorK TIMES.” 

Newsdealer Wolf, 28th Street and Third Avenue: ‘‘ My sales 
of the NEw York TIMEs have doubled.” 

Newsdealer Walkeys, Columbus Avenue and 42d Street: ‘I 
am selling many more copies of the TIMEs than I ever did.” 

Newsdealer Glotzer, S. E. corner 24th Street and 8th Avenue : 
‘* The New York Times is selling much better than formerly.” 

Newsdealer Murdoch, 503 Columbus Avenue, near 84th 
Street : ‘‘ The New York Times has made decided gains in cir- 
culation recently.” 

Newsdealer Zarumian, 360 Columbus Avenue : ‘‘I am selling 
five times as many copies of the NEW YorK TIMEs as I did eight 
months ago.” 

Newsdealer Myer, 42d Street and Sixth Avenue: ‘‘ I am sell- 
ing twice as many copies of the New York Timgs as I did three 
months ago.” 

Newsdealer Robin, S. W. corner 28th Street and Third 
Avenue : ‘‘ I am compelled to add to my order for the NEw YoRK 
Times, while I have been cutting my orders for other papers.” 


THE New York TIMES. 


** All the News That’s Fit to Print.” 
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An Otp Newspaper 
UNDER 


New MANAGEMENT. 





“THE COMMERCIAL ADVERTISER an- 
nounces that it has secured the services of 
Professor Peck, of Columbia University, for its 
literary department. This insures first-class 
ability and wise discrimination in that feature of 
THE COMMERCIAL. We have not always 
agreed with our contemporary in its political 
course; but we can conscientiously pay it the 
tribute of being the best edited of all the evening 
journals, Its editorial paragraphing shows a 
wide scope, while its entire management com- 


mends this admirable journal to public regard | 


and appreciation.” 
Christian Work, Fan. 13, 1897. 





Che Commercial Advertiser. 


ESTABLISHED 1797. 


Published Every Afternoon Except Sunday. 


29 Park Row, New York. 
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Readers o 
cards or 


Ttte er eeeese e+e 


READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


f PRINTERS’ INK are invited to send model advertisements, ideas for window 
circulars, and any other suggestions for bettering this de epartment. 





Don’t say “* preventative.” 
speaking there is no such word in the 
language ; yet they allow it in some 
of the dictionaries and call it a ‘‘ false 
variant” of preventive, and it is very 
commonly used by advertisers. A 
lady remarked to me recently that 
she was quite favorably impressed | 
by a little medical booklet until she | 
struck the word ‘ preventative,” which | 
immediately turned her against the 
medicine. She thought a man so ig-| 
norant as to use that word could not be | 
trusted to compound medicine. 

* % 
* 

The greatest number of good ad-| 
vertisements that appear in any paper, 
it seems to me, are in the Washington | 
Star. The trail of the adsmith is| 
over it all ; but it is a very satisfactory 
businesslike trail, as if the “smith” 
knew his business. There isa lot of 
good straight business talk in this ad- | 
vertising. It may be written by the| 
advertisers themselves for ali I know, 
but it is easy to believe that the Star | 
bureau is responsible for it. I can not 
imagine any advertising that would |* 
pay ‘better in so small a space as most 
of this is packed into. But as they only 
use a Skeleton letter it gives a pale, 
ghostly effect to the page; the ads 
would certainly look more lifelike if 
they had a little more color, They 
are good now by sheer force of good 
writing and the best display possible 
with the type permitted. 

+ * 


in Washington. 

Savings Bank. 
Large usually opeing: from humble 
Fortunes beginnings. In thrift lies 
prosperity. The hugest oak 
owes its origin to an acorn little larger than 
one’s finger end. Dimes and nickels are seeds 
era et of dollars if employed rightly. 
nion Savings Bank, 1,222 F Street. 
You hear of twenty- 


A Shirt Sale! 
nine and thirty-nine cent 


shirts everywhere—truck. We don’t handle 
them because we couldn’t guarantee them. 
But we’ve a shirt at 48 cents to offer you men 
next week that for all ’round excellence of 
material and making has never been equaled 
anywhere at anything near the price. They 


a cakes at breakfast. 





are equal to custom shirts in every way— 
are generous in size, full fashioned and are 


Strictly | made and finished in a substantial and fault- 
es 


s manner. 

Well made, solid three-ply, reinforced linen 
bosoms, linen neck and wristbands, full yoke, 
patent continuous gusset and full facings at 
wristbands and opening in back, stays at 
openings inside of skirt, and convenient scarf 
loop at back of neck band—no 75-cent shirts 
anywhere are one whit better than these! 
Unlaundered shirts at 48c. 


A Pleasant Place —where all the 

Where Ladies dainty dishes that 

May Lunch ladies enjoy most 

are served—where 

everything is prepared and served in the 

most inviting style— where prices are reason- 
able. That’s Jarvis’ Ladies’ Cafe. 

We take charge of the menu for every 
form of entertainment—furnish everything. 
jarres. 426 oth st., telephone 1000. Con- 
ectioner and Caterer. 


Ours are—always. Every 
feature of the photos we make 
is pleasing. The likeness— 
the unique, graceful poses—the dainty style 
in which we finish photos —add to our reputa- 
tion every day. 

Patriotism. 
American Dyer American skilled 
and Scourer. workmen. Sixty- 
seven years of suc- 
cess justifies the claim that we are experts. 
| Finest dyeing and dry cleaning. Wheatley, 
1068 Jefferson ave., n. w. (Georgetown). 


| Vt. Maple 
Syrup. 


| Pleasing 
Photos, 


Pure, Delicious, Old-time 
Vt. Maple Syrup—the very 
thing to serve on steaming 
Full gallon can 


on 
We' ve just received the last aint of 
Shellbarks (Hickory Nuts), soc. pk. W.R. 
Brown, 20th & Pa. ave. 


We Want of every frugal-minded 
the Attention rson. Monday is the 
ginning of our special 
sale, This sale we hold annually, prior to 
stock-taking. This gives us an opportunity 
of closing out a lot of merchandise, and gives 
you an opportunity of buying your needs 
cheap. 


What Woman = These are precious 
Is Missing This? days for the house- 

keeper. They are 
SACRIFICE days in every line of our stock. 
Odd pieces of furniture and short lengths in 
fine carpets are going fora SONG! We are 
clearing the way for new goods—and right 
now is your chance to buy at a great saving. 
Twenty-five per cent discount and oncredit ! 


We Are Fast the skepticism of many 
Destroying Washingtonians —con- 
cerning Grates. They 
have been used to Grates as a room decora- 
tive effect—the idea of expecting heat from 
the fireplace—experience has taught differ- 
ent. Our Grates oe all the charm of beauty 
and they heat. 
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More Poetry = Therrefininginfluence 
in the Prices. of a _ well-appointed 
home is most thor- 
oughly appreciated by the people of this coun- 
try— whose very soul is touched at the mere 
mention of “Home, Sweet Home.’’ Well 
oe need not be expensive. The art 
furniture building has advanced most 
wonderfully in recent years. Ingenious ma- 
chinery, scientific manufacturing methods, 
utmost economy at every point where ex- 
pense makes itself felt, have brought the 
price of good furniture down to a level where 
most any purse can afford to buy. it. 


(Might be imitated on a small scale.) 
The Pure Monday we throw the fifth 
Food Falr, floor of the new building and 

the older building formerly 
occupied by our grocery into one greater food 
depot. Wecrown the occasion with our first 
food fair. Notashow, but an exhibition of 
the world’s best foods. A money-saving sale 
of enough importance to interest every man 
or woman who is glad to know when seventy- 
five cents or fifty cents will do the usual buy- 
ing of a dollar. The music will be the merry 
hum of business, and there will be no poor 
qualities, for we keep only the best. Booths 
artisticallydraped form a pleasant sight in the 
new room just added. All the prominent foods 
will be demonstrated, and free samples given 
to all interested visitors. Come—all are wel- 
come to see, to taste and to carry home for 
trial the free samples. Our coffee, tea and 
cocoa, the finest in New York, served free. 


From Vantine's Ad. 
Here is the tableware 
chance of the season. 

All our Dresden decorated tableware at 
half. We have decided to close out our en- 
tire stock of Dresden decorated tableware at 
exactly half our —_— prices. We won’t 
import any more. These sample prices will 
speak for themselves: Our regular $1.50 

ocolate pot at 75c., our regular $1.25 choc- 
olate pot at 6sc., our regular $2.25 Princess 
lamp at $1.15, our regular 35c. A. D. cups and 
Saucers at 15c., ourregular 4oc. tea cups and 
saucers at 20c., our regular soc. coffee cups 
and saucers at 25c., ourregular 35c. bread and 
butter plates at 1sc., our regular 4oc. tea or 
breakfast plates at 20c., our regular soc. din- 
ner plates at 25c. 

An Early Bird. 
Spring Stocks are now instriking evi- 
lence all over the store 
notably in the silks, dress goods and lace 
departments—forerunners of what will prove 
to be the grandest collection of attractions 
ever presented by us. 


A Carpet Sale. You'll not get another 

chance like this in years. 
To be sure, the event itself occurs every 
year—it’s the cleaning out of ourcarpet odds 
andends. But carpet prices are advancing 
hand in hand with the price of wool, an 
next year’s figures will higher. Your 
chance is now, 


Irresistible. 

Trouser Sale. Never since man wore 

trousers has there been 
such a beautifully assorted, carefully pre- 
pared, magnificently complete array of trou- 
sers as the one we are now ready to submit 
fot_your inspection. Never before in our 
entire businesscareer have we been able to 
quote prices as low as we are now in a posi- 
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I tion to offer. Every single se of trousers 
absolutely warranted first class, made up in 
the height of fashion, and comparison will 
easily prove them the most remarkable val- 
ues yet offered anywhere. Lot 1. Men’s 
$2.50 and $3 trousers here to-morrow at 


31.4 


45. 
© You May time will not.” It’s the 
Delay—but bright, active housekeep- 

ers who are securing these 
long-envied pieces for home adornment at 
prices unheard of before; they well know 
that “ time will not delay.” 


Delightful Aroma. 


- Rich 
flavor. Uniform excellence. Dry paati—ae 
water to pay for. These qualities make 
Acker’s “Be G.” No. 1 coffee the finest 
money can buy. Blend of richest, rarest 
coffees, Delicious and smooth drinking. 
38c. Ib.; 3 lbs., $1.10; 5 Ibs., $1.80. Whole, 
granulated. or pulverized. Served hot, with 
whipped cream and wafers, at the 8th st. 
soda fountain, 5c. Delicious when served 
as cold soda, 5c. Ackers, 121-123-125 N. 
8th st. and Reading terminal. Other coffees 
low as roc. Ib. Dry roast, too, 


Full strength. 
Good 


Linens. 


Table and 
Household Linens. 


Merchandise 
that is as staple 
asgold, the best, 
purest and daintiest. Ready-Made Sheets 
and Pillow Cases. Excellent goods, made 
specially for us, carefully stitched, liberal 
hems. Sheets fully 2% yards long ; immense 
assortments to choose from. 


Men’s Silk Neckties, 
2 for 2iec. 


“Economy is the road to wealth.” So runs 
the New Year resolve. Here’s your chance. 
Silk ties, two for a quarter—they are fine, 
handsome and will make nice little four-in- 


hands. 
Let us say at the be- 


A catastrophe 
in Ties— gets 
at your throat. 


A Trade Event Let 
in Laces. ginning these are not 
odds and ends, nor 

short lengths nor soiled, nor undesirable pat- 
terns, but new goods, fresh goods, in present 
demand, and which will be in demand for six 
months to come at less than import cost. 
That is the substance— here are the details: 


From Everywhere. 
$4 


A high price for poor shoes, but ex- 
** Don’t Go 


ceptionally low for Cousins’ shoes. 
“ Hecan’t make a good 
to See Him,” photo.” Spe 
** His $1 cabinet is only 
a bluff.”’ 

“He has no camera.”’ 

“ That stranger should be driven out of 
town.” 

“ He is ruining the business.” 

That is the talk of his opposition who are 
jealous of his success, and John Jones is the 
man of whom they are talking. He is all 
right. One doz. cabinet photos for $1 only. 


Mamma?’s When she is ill must have the 
Darling! best of care, and the purest 

drugs when remedies are ad- 
ministered. You can not be too careful 
where you procure your medicines. We keep 
nothing in our stock but chemically pure, 
fresh drugs, and in compounding physicians 
prescriptions théy receive the utmost carem* 
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THE GREAT FAMILY PAPER. 
INTO THE HOMES IT GOEs. 


ae S4 


The..ccce 
San Francisco 


CALL 


JOHN D. SPRECKELS, Proprietor. 
W. S. LEAKE, MANAGER. 


PUBLISHED 
EVERY MORNING IN THE YEAR. 


Circulation Exceeds 


50,000 Daily 


Best News Service! 
Best Staff of Correspondents ! 
Best Local Equipment! 


> a 


For Sample Copies, Rates and Further Information, 
Address 


DAVID ALEEN, 


Eastern Representative, 


188 WORLD BUILDING, NEW YORK. 
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How to the full value 


By Chas. 


Subscribers 
upon any subject discussed in this 





STORE MANAGEMENT. 


of advertising rightly conducting the business, and how to 
make m more profitable by a wy 4 of aitertiding. 


are invited to ask questions, submit plans for criticism, or to give their views 
department. Address PRINTERS’ INK. 


F. Fones. 


Chas. F. Jones, care 








I am always glad to come across a 
store that seems really anxious to please 
the public. . I believe that a store that 
works upon the line of giving satisfac- 
tion is the store that is going to suc- 
ceed at the present time. Iam in re- 
ceipt of two little cards from the Spring- 
field News Co., Springfield, Mass. 

One cards reads: 


An Effort to Please. 

If at any time you do not feel entirely sat- 
isfied with any purchase, bring it back and 
we will refund your money, or any discour- 
tesy on the part of the clerks or any dis- 
crepancies of any nature, report them at 
once. We ask as a favor to us that you point 
out our mistakes so they may be rectified. 
We want to please you; we want to make 
our store your store; we want to have first 
place on your shopping list. Let us co-oper- 
ate; it’s for our mutual benefit. 








Another card is called ‘‘Plain Talk,” 
and is partly devoted to the following 
remarks : 

During January and February of the com- 
ing year we are going to remodel the interior 
of our store; this will add to its attractive- 
ness, but even yet something may be wrong 
here. Something may not suit you. That’s 
the point. Tell ts where the mistake lies— 
in a wink we'll fix it—we are here to please— 
to make this store your store; let us co-oper- 
ate; it’s for our mutual benefit. 

With us it’s your money back if you want it. 

I believe a store that says these 
things to the public, that means them, 
and that carries them out, is very like- 
ly tobe right in nearly every other 
point of business. 

Mr. William Pentee, who, I believe, 
runs the Springfield News Co., writes 
me a letter asking additional points in 
regard to some remarks I recently made 
about the opening of a store. 

The store to which I referred was 
advised to hold their opening at night 
and make it a festive occasion simply 
for inspection, and not for the sale of 
goods. This plan for an opening 


might not suit every kind of business, 
and probably would not suit Mr. 
Pentee’s business, particularly as his 
goods are all in one line. 

My reason for advising the store first 
spoken about to sell no goods during 
its first opening at night was because a 


great many more people would come to 
an opening where they know nothing is 
to be sold than if the store is simply 
opened for business in the ordinary 
way. Some people have a hesitancy 
in going for a general look when they 
suppose that a store is simply glad to 
see those whocome to buy. The ob- 
ject in having the opening at night was 
to do it out of the usual time for busi- 
ness, so that it would not interfere with 
the regular sales during the days which 
followed the opening. 

* * 


_ The mail has recently brought me a 
typewritten memorandum signed F. 
H. M. I don’t know who it’s from. 
I presume the memorandum was ac- 
companied by a letter, but, if so, in 
Opening my correspondence, I have 
mislaid the letter. I am going to print 
the memorandum, because it leads to 
a line of thought that I want to talk 
about. 





Manners. 

“ The X typewriter machine ”—trr sp. 

A shot aimed at the cuspidor—“ is the best 
in the market’’—rrrr sp.—another shot at the 
cuspidor. 

Really the salesman was a good talker, but 
this constant spitting would irritate the most 
patient listener. The salesman kept up his 
spitting, and the overworked and nervous 
business man tried to keep his temper. 
sult--No sale. 

Another: 

* Permit me to pat you on the back.” With- 
out waiting for encouragement the traveling 
man for —— began to make good his threat, 
It is annoying at any time to be treated in 
this style by an entire stranger, but far more 
so when busy. 

That young man gets another order be- 
cause he represents a good house, but never 
on account of his manners. 





Why is it that so many people when 
they come in contact with business men 
do not seem to be able to stick strictly 
to business? I believe that the best 
solicitors and salesmen that the world 
holds are the men who know nothing 
else, say nothing else and think nothing 
else, but business, when they are solic- 
iting business men. I have often been 
told that there are a great many busi- 
ness men who can only be reached 
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through flattery or through being jol- 
lied. Perhaps this is true in a few 
cases, but in the majority of cases I be- 
lieve that the man who sticks closely 
to business and nothing else is going 
to get the largest orders, 

Also, in the majority of cases, I be- 
lieve that men whose orders are worth 
the most are most likely to be best 
reached by strict business methods, 

I have had some experience myself 
with solicitors and salesmen of various 
sorts who have led me to believe that 
the majority fail in their undertakings 
simply because they forget themselves 
ar enough to become too familiar with 
he men whose business they wish to 
secure. ‘The man whose business can 
be only secured through flattery may 
exist here and there, but the solicitor 
who caters to this class is likely to un- 
fit himself to deal with the greater 
number of men who want to talk busi- 


ness on a business basis only. 
* * 


% 

I am in receipt of the following 
letter : 

Hotyoxg, Mass. 
Mr. Charles F. Jones: 

Dear Sirn—We have read your “ Store 
Management”? department in PrinTERS’ 
INK with a great deal of interest, but we 
have never seen in yours or in others, any 
suggestions how to run the ads, in a house- 
furnishing store doing an_ installment 
business, especially during the winter 
months. e can readily see that a dry 

oods or clothing store could stimulate trade 
p ser the winter months, but it has been a 
puzzle tous how to make trade during the 
winter in furniture and house furnishings. 
Any suggestions from you through PRinTERs’ 
Ink would be acceptable. Respectfully, 

y Livermore & MARTIN. 

How to push business in dull season 
is one of the problems that every store 
is trying to solve. Some stores have 
solved it very satisfactorily, others al- 
though they have tried many experi- 
ments have not yet seemed to reach the 
proper plan. 

In reply to Messrs. Livermore & 
Martin, I would say that I see no dif- 
ficulty in the way of pushing a house- 
furnishing business in February, if the 
right plan is pursued. The fact that 
the store does an installment business 
should not materially stand in the way, 
although I believe it is the case that 
installment buyers are less likely to buy 
out of season, when the goods are not 
absolutely needed, than cash buyers. 

The special sale has within recent 
years grown to immense importance. 
It makes a way for the merchant to get 
rid of large quantities of goods during 
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ordinarily dull months, The special- 
sale idea in furniture, crockery, house 
furnishings, etc., is particularly adapt- 
ed to the months of January or Feb- 
ruary. A great many firms are now 
making a success at this time of the 
year in special house-furnishing move- 
ments. ‘This year, John Wanamaker 
began his sale January toth. Abraham 
Strauss of Brooklyn, also began a sale 
of this character, and both firms seem 
to have had a good business from it. 

The special sale idea is based upon 
the fact that by making preparations 
some time in advance and buying large 
quantities of goods, the merchant will 
be able to own the merchandise very 
low to start with. The merchant can 
sell these goods out of season, as he 
can afford to make lower prices on 
them, for he feels that these sales are 
just so much added to his business, 
and would rather make a small profit 
on the sale than not to make the sale 
at all, which would be the case were 
goods sold at regular figures. 

The store that really offers values to 
people can do business in an off season, 
just as well as in regular season, but 
it is usually very difficult to do this 
business, unless one is willing to share 
with the public the usual profits. 

*_% 
* 

Mr. Charlies W. Browne, of the Wor- 
cester 7Zelegram, of Worcester, Mass., 
sends me a two-column advertisement 
which he wrote for Mr. W. A. Eng- 
land. This advertisement is nicely set 
and looks well to theeye. For a gen- 
eral advertisement it is very good as far 
as appearance goes, but I think that 
the reading matter is entirely too long, 
and would be very uninteresting to the 
majority of people. Toshow what I 
mean, I am going to repeat the body 
matter of this advertisement : 

Diamonds, set and unset, in Rings, Brooch- 
es, Studs, Scarf Pins, Stick Pins, etc., in 
Solitaire, or in all the new and popular com- 
binations, with Opals, Pearls, Emeralds, 
Rubies and other Precious Stones. 

The largest and most varied and choice 
stock of Rings for Ladies and Gentlemen 
ever shown in the City, and prices are very 
low, considering quality. 

Fine Watches for Laties or Gentlemen, in 
Gold, 14-kt., or 18-kt. fine. A very large as- 
sortment from which to make a selection, 
and prices so low anybody can afford to bu 
one. Watch Chains in all the new and stand- 
ard designs. A splendidassortment. Buya 
Watch or Chain here, where every one is 
backed by a guarantee and a reputation won 
in 20 years’ business in Worcester. 

I am sole agent in Worcester for the old 
reliable, best-in-the-world Reed & Bartor’s 
Solid Silver and Silver Plated Ware. I am 
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he has derived considerable benefit in the 
war of returns. 
onsiderable time was spent in the prep- 
aration of these advertisements (of course, 
like all others, I occasionally steal a gi 
adv. from some gece medium, PRinTERs’ 
c 


able to show you 50 different patterns of Tea 

ts, and a great variety of beautiful ideas in 
single pieces, many of them exclusive pat- 
terns. 

A choice line of reliable, artistic Sterling 
Silver Novelties. My line of these goods is 

d hundreds, and contains all that 
is new and desirable in useful, pretty fancies 
at remarkably low prices. 

One entire floor is devoted to Clocks. The 
largest line ever shown in Worcester. I have 
in stock to show you all that is desirable in 
Clocks, from the cheapest to the best. 

ou want a Clock for any purpose, don’t buy 
fore seeing my stock. My prices are right. 
The Clocks are warranted. 

I have the largest, most complete Optical 
Department in Worcester, with facilities for 
doing every part of the work. 

Oculists’ Formulas filled at shortest possi- 
ble time. 

Eye Glasses and Spectacles properly and 
scientifically fitted. 

Optical Department in charge of Mr. A. 

. Rice. 

Holiday Trade is now at flood tide. I 
have enough to supply all your wants. It 
takes three entire floors to contain my ex- 
tensive stock of goods. 

When all others fail to fill your wants, 
come to my store ; or you will save time and 
vexation by coming here first. Polite atten- 
tion, competent salesmen, largest, most ele- 
gant stock, and lowest prices in the city are 
Cd inducements to the Christmas Buyers of 

orcester and Vicinity. See my window 
exhibit. 

If one would take the trouble and 
time to read all this through, I think 
they would find out that a great deal 
has been said, and said very nicely, 
except that it is not at all interesting. 
It is a mere talk upon business details 
that I believe ninety-nine out of one 
hundred readers will skip over without 
wading through. The display in this 
advertisement, both before and after 
this talk, is excellent. Iam sorry that 
I haven’t got the space to show it in, 
but this body matter is the point upon 
which I wish to dwell. _I believe that 
about ten times as much has been said 
as anybody will ever read. Therefore, 
except for the virtue of making the 
advertisement prominent on account of 
its size, it is largely useless. If one is 
going to give a long talk about busi- 
ness, it is necessary to depart from the 
dry business facts, and say what is to 
be said in such an attractive way as to 
make it read like a story, rather than 
like a collection of business facts. 

#,# 

The following letter was accompa- 
nied by quite a number of two-inch 
single-column advertisements : 

Jackson, Mich., Dec. 27, 1897. 

Dear Str—Inclosed please find a batch 
of advertisements clipped from recent issues 
of our papers (The Morning Patriot and 
Evening Press); which are but afew of the 





many advs. 1 have prepared and run for oney JOHN A. 


John A. Rath of this city, and from which 


Ink included), anging them frequently, 
hoping to make Mr. Rath a permanent ad- 
vertiser, which was accomplished, he now 
es yearly contracts covering the above 
two dailies, as well as our 7wice-a-Week 
Patriot. 

Knowing that the Little Schoolmaster 
is always bbc | to comment on, as well as 
sometimes reproduce advertisements, I have 
taken the liberty of sending you these, and 
must ask that you “‘not criticise too harshly” 
should you see fit to make any mention of 
the same. Yours very truly, 

F. M. PENNEGAR, lot Adv. Mgr. 


Within the past few months I have 
had several letters from jewelers and 
others who include in their line optical 
goods, and as I believe that quite a 
number of PRINTERS’ INK readers 
would like to see optical advertise- 
ments, I will show below a few of Mr. 
Pennegar’s efforts. 


BAD EYES 


are what I am ave | for. {f I can not fit 
your eyes satisfactorily, nobody can. I am 
a graduate optician and have made a special 
study of optical work for years. I hold 
diplomas from two ophthalmic colleges—not 
a common dealer’s certificate, furnished by a 
spectacle manufacturer. I fit eyes scientif- 
ically. Examination free. harges for 
glasses reasonable. 
J. A. RATH, Ophthalmic Optician, 
225 East Main St. 


Eyes That See. 


How will you ever know you can see as 
well as you could be made to see if you don’t 
have your eyes tested? You read every day 
of two or more people seeing the same thing 
differently. Their hearts were right, but 
their eyes were wrong, and they didn’t know 
it. Best facilities and improved methods, in- 
suring the best results at the least expense. 
Examination free. 

JNO. A. RATH, Ophthalmic Optician, 
225 East Main Street. 


THE EYES AND HEALTH. 


Nothing is more important for the preserv- 
ation of good health and clear business judg- 
ment than jealous care of the eyes. Defective 
vision produces irritation and nervousness, 
and in this condition no person is capable ot 
giving to business matters or to the ordinary 
affairs of life the attention necessary to suc- 
cess. Perfect fitting glasses will overcome 
nature’s defects. You can have your eyes 
examined free by 
JOHN A. RATH, Ophthalmic Optician, 

225 East Main Street. 


There Are None so Blind as 
Those That Won’t See. 


There area great many, however, that are 
nearly blind, or think they are, and will be, 
too, if they don’t have their eyes examined 
and fitted with a properly fitting pair of 

lasses. We sell them, and guarantee satis- 

action—examination free. 
RATH, Ophthalmic Optician, 
225 East Main Street. 
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Minneapolis 
Times, 


by reason of its habitually giving more news and 
earlier news than any other morning paper in 
Minnesota, has come to be regarded as ¢he 


LEADING MORNINC DAILY 
OF ITS SECTION. 


By its aggressive war on Trusts and its ex- 
posures of wrong-doing in public positions, it 
has exdeared itself to the People. 


IT GUARANTEES 


a PAID circulation of over 72,000 zu excess of 
any other morning daily of Minnesota on week- 
days, and on Sundays more than double that of 
any other Sunday paper published in its State or 
section. 

Its actual average circulation throughout 
the year 1897 was: 


ON WEEK-DAYS, - 26,577 
ON SUNDAYS, - - 42,941 


Detailed report showing each day’s circula- 
tion on file at the office of the American News- 
paper Directory in New York. 


eee 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago 
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IN WICHITA. 
Wicurta, Kansas, Feb. 1, 1898. 
Editor of Printers’ Ink: 

An ad which appeared in the dail 
Eagle of January 27, in which the muc 
abused adsmith omitt rm’s name, 
“The Boston Store,” furnishes us a-con- 
vincing illustration of the importance of 
individuality in advertisements. The ad 
announced a special clearing out sale by ten 
o’clock; the unmistakable evidence of re- 
sponse was plain, the store being crowded 
with customers who called for goods adver- 
tised in the unsigned ad, any ladies 
carried the paper with them, while others 
had clipped it. When attention was called 
to the fact that there was no name to the ad. 
and that “ The Boston” was not mention 
in the paper, the ladies informed the sales- 
men that every reader of the Eagle 
would recognize it as the “ Boston’s” ad. 
The Zagée is the advertising medium for 
Wichita and the Southwest and has a 
number of steady advertisers whose adver- 
tisements would be quickly recognized by 
every reader, should their name be omitted, 
as was demonstrated by the “ Boston.” 

M,. W. Dorsey, Zagle Adv. Solicitor. 


——_+or—__— 
FIFTY YEARS AGO. 
Du Bors, Pa., Feb. 4, 1898. 
Editor of Printers’ Inx: 

I submit to you an accurate reproduction 
of the style of, sentiment used by a Kittan- 
ning advertiser exactly a ago to call 
attention to his wares. ¢ poster was is- 
sued in 1848, and read as follows: ** While 
all eyes are directed to Europe watching the 
progress of the revolution, overturning and 
destroying in its course empires and thrones, 
under our free institutions our rights are se- 
cured, and our flag, with its stars and stripes 
floats calmly and proudly over our ful 
and happy country. But, ladies and gentle- 
men, bear in mind the fact that H. and A. J. 
Arnold have just returned from the East 
with one of the largest and best selected 
stock of goods that was ever brought to the 
village of Kittanning.” A long line of fig- 
ures, descriptions and low prices made up 
the body of the poster. V. Kine Pirer. 


———_—<e————__—— 
HARD TO ANSWER, 


NOT A QUESTION OF IS IT WORTH IT, 
BUT A QUESTION OF CAN I GET IT. 


Office of 
“THe SHERMAN Democrat.” 
Hunter Bros., Pubs. & Proprs. 
SHERMAN, Texas, Feb. 1, 1898. 
Editor of Printers’ Ink: 
Will you please give me your opinion on a 
int as Giowet What are ads, such as 
Royal Baking Powder, Hood’s, Tutts Pills, 
etc., worth per inch per year in a county site 
weekly with 3,500 circulation among a pros- 
perous people, mostly farmers? Position of 
said ads, top column, or first ad in broken 
column ; pa r contains four pages, old 
establishe igh standing subscription list 
mostl id in advance without solicitation. 
Will thank you in advance for your valued 
opinion, Yours truly, C. Hunter. 


-eor 
THE BEST MEDIUM. 
The popular newspaper is one of the most 
potent, P not the most potent, advertising 





mediums of the day. 


Tue ad to sell baseballs should catch at- 
tention. 
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IN THE WINDY CITY. 
Cuicaco, Ill., Feb. 1, 1898, 
Editor of Prixters’ Inx: 

A grocer offers to give a box of matches 
free with every gallon of oil and a pound of 
sugar gratis with every pound of tea or coffee 
bought of him. A rtati pany 
shows two Klondike dogs in its window. 
* This takes the cake”’ is written on a card, 
on which a os of a dollar lies,that reposes 
in front of a cake in a baker’s shop. An 
electric light concern exhibits a bird’s-eye 
view of the World’s Fair lighted up by elec. 
tricity. Some busimess men who sent out 
i just about the time of the new issue 
of the one-cent stamp in green, made it a 
point to use the new stamps, so as to attract 
greater attention to their letters. 

C. E. Szvern. 








——__ +e -—___ 
VERY PROMISING BABIES OFTEN DIE 
IN 1HEIR SECOND YEAR. 
Office of the 
“Wicnita Dairy STAR.” 
Wicnirta, Kan., Feb. 1, 1898. 
Editor of Priuxters’ Inx: 

A new daily paper that averages more than 
one thousand copies of bona fide circulation 
in a strictly local field is doing well enough, it 
seems to me, to deserve “honorable mention”’ 
in your publication. The directories won't 
print our rating until the paper is a year old. 

Itis already old enough to do advertisers 
good, if they but knew it. 

Sincerely, J. L. Pargs, Editor. 

IT WAS HEARD FROM. 
Des Moines, Iowa, February 4, 1898. 
Publishers of Privters’ Ink: 

To our advertisement that appeared in 
Printers’ Ink for January 26, we have up 
to date, received to date 63 letters in answer. 

Responses came from California, South 
Carolina, Texas, Massachusetts, New Jersey, 
Illinois, Dakota, Minnesota, New York, 
Missouri, Kentucky, Tennessee, and I pre- 
sume they are not all in. 

L. Youne, Pub. Capital. 
C. L. Dotson, Business Manager. 


—~~~oe_—__—_—_~ 
EFFECTIVE ADVERTISING. 

The tendency among the mercantile classes 
and other advertisers of the country has for 
several years past been to discard all outside 
and epee | methods and to fall back 
wholly upon the newspapers, says the Salem 
(Mass.) Gazette. Experience has taught 
them that in these, and these alone, resides 
the true secret of reaching the great public, 
to whom they must perforce appeal in some 
effective way in order to successfully carry 
on their business. Indeed,some great mer- 
cantile houses have even discarded their trav- 
elers, and put the money formerly appropri- 
ated for their maintenance into the advertis- 
ing columns of the daily and weekly press. 

Coincident with this new and rational de- 
parture has come a greater painstaking in the 
matter and manner of thus presenting their 
statements to the public. As a result, we 
have to-day a system of newspaper advertis- 
ing which embraces many of the points of 
attraction formerly monopolized by the news 
columns of the publication. Many of these 

ements of busi men to-day make 
“mighty interesting reading,” as the es- 
teemed ended and philosopher of the New 
York Tribune once pithily put it. 





Tue ad of the caterer ought to cater toa 
good class. 







































The Brooklyn 
Daily Eagle 


1897 


Carried 289,252 Advertisements, ‘making 
a total of 


17,787 Columns 








An AVERAGE of 49.27 COLUMNS per 


issue, or over 





Seven " ges 
of Ac .tisements a Day. 





THE EAGLE is the only successful 
medium by which advertisers can reach 
the million and a half population of the 
largest section of New York City. <>» 
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Agricutturat Publications. 











This list includes every Agricultural paper in existence 
known to print editions exceeding 30,000 copies weekly, semi- 
monthly or monthly. This is not a paid advertisement but a 
list compiled by the editor of PrinTERs’ Ink. It represents his 
opinion. It is gilt edged. 


Indianapolis, Ind............... AGRICULTURAL EPITOMIST 
Des Moines, lowa............... HOMESTEAD 
Louisville, Ky.................+ HOME AND FARM 
Springfield, Mass............... FARM AND HOME 
es Aeetiag- TAS, :...55 065... sesece0es JOURNAL OF AGRICULTURE 
oe York, WN. Y¥.;...........s0 AMERICAN AGRICULTURIST 
Springfield, Ohio.. ............. FARM AND FIRESIDE 

FARM NEWS 
Philadelphia, Pa................ FARM JOURNAL 
RG OIG isin oi icsisc ce cccneses TEXAS FARMER 


The man who would advertise to reach the people who read 
the agricultural papers will get more for his money if he will spend 
it all with these named above than he will by dividing it up, giv- 
ing these a portion and another portion to other agricultural 
papers. The advertiser can never reach everybody. He 
should content himself by addressing the most people he can 
of the best sort for the money he has at command. There are 
other good agricultural papers besides those here named, but 
these are the best. 


~~ 
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The advertiser who has 
not seen our list of choicest 
American Newspapers for an 














advertiser’s use 
has missed a good 
thing. It’s a little 
_ bit of a list, only a 
'few dozen papers and 


periodicals in all, but 


every one is a great 


adver= tising medium. 
List sent free on ap-= 
plica= tion. Address 
The J Geo. P. Rowell 


Advertising Company, No. 
10 Spruce Street, New 





York City. 
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“"THE HOUSEKEEPER 


Is always at home 
To her favorite newspaper.”’ 






When you place your advertisement in the 
CHICAGO NEWSPAPER UNION LISTS, you can 
rest assured of getting an introduction to the 
homes of the dest and most prosperous housekeep- 
ers in the prosperous Middle West. The 


[500 renee 
NEWSPAPERS 


comprising these Lists wield a powerful influence 
in the States of OHIO, INDIANA, ILLINOIS, Iowa, 
NEBRASKA, WISCONSIN, SOUTH DAKOTA and 
MICHIGAN. Their capacity for securing and dis- 
seminating news is enormous. Their circulation 











is over 


A Million A Week. 


When about to do little or much advertising, it 
will pay you to consult the 







CHICAGO NEWSPAPER UNION, 


10 Spruce Street, Or 87 to 93 S. Jefferson Street, 
New York. Chicago, Ill. 














A POSTAL WILL BRING A CATALOGUE. 
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BUSINESSES INADEQUATELY 
ADVERTISED. 


NO. VI.—BICYCLE REPAIRS. 





A business that has in recent years 
grown to gigantic proportions all over 
the country is that of bicycle repair- 
ing. In the spring, summer and fall 
most of theserepairers appear to have 
a thriving trade, though their adver- 
tising, as a rule, is neither extensive 
nor attractive. A good bicycle re- 
pairer should have his ad in the local 
papers all the time, for it is almost 
certain that the additional business 
thus acquired would more than pay for 
the expense of advertising. But in 
winter time one scarcely sees an ad 
of any kind about repairing wheels. 
The thoughtless say that this is be- 
cause so few people ride bicycles in the 
winter, but even if this were strictly 
true, it is rather an excuse for adver- 
tising than for neglecting to do so. 

It is when the bicycle is not in daily 
use that it hasthe best chance of being 
properly repaired. At other times the 
owner can not spare the machine for 
any lengthy period for repairing pur- 
poses. If the repairer would only 
point out this fact in his winter adver- 
tisements he would soon find his hands 
fuil of work. Thousands of cyclists 
put their wheels away for the winter, 


YOUR WHEEL IN WINTER 


is practically useless to you. Don’t 
store it away in its dirt and need of 
repair. While you can’t ride you 
can have it repaired and fixed for the 
time when you want it in the Spring. 


GET IT REPAIRED NOW 


It can be thoroughly examined, 
tested and “trued,” put in complete 
repair and made to look like new, 
for very little money. 


JOHN HANDELBAR, . 
High St., Cor. Main. 














inténding to have them repaired and 
renovated in the spring. Why not 
now? Because they don’t think of 
it. Why don’t they thinkof it? Be- 
cause there are no advertisements in 
the papers telling them that now is the 
time repairs can‘be done leisurely— 
therefore thoroughly—now is the time 
that the whole wheel can be over- 
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“hauled, and at “slack time”* prices, 


which are nothing like the expenses of 
repairing in the ‘‘rush” season. 
Owners of wheels often desire to 
have. many alterations made in théir 
machines. Two of the most impor- 
tant of these are the lowering of the 
frames and the changing of the shape 
or ‘* bend” of the handle bars, both of 
which jobs require considerable tite. 
The mending of tires, to be done 
waiting for 


NO TiME LOS your wheel 


to be repaired. While the snow is on 
the ground leave your bicycle with me 
for necessary repairs and renovation, 
The work will be well done if you give 
me ample time to do it, Not only that; 


te nave che MONEY SAVED 


repairs all done at one time while the 
wheel is taken apart. Any alterations 
you desire can be made to the machine, 
Estimates cheerfully furnished. No 
charge for storage. 





JOHN HANDELBAR, 
High St., Cor. Main. 











effectively, should not be done in,a 
hurry, and the thorough clearing and 
repacking of bearings is a long job, 
requiring skill, care and patience. 

It seems strange when we come to 
consider that almost every other ma- 
chine or article that we know of except 
a bicycle is always repaired when not 
in use, but wheels are put in the cellar 
or loft or spare room for the winter, 
and allowed to rust and ruin instead of 
being sent to the repair shop to be 
overhauled and re-enameled. The re- 
pairers themselves are largely to 
blame for this. Winter shoudd be their 
busiest time, and probably would de if 
they advertised properly in the local 
papers. Cyclists can scarcely be cen- 
sured for storing away their machines 
in their worn out and battered con- 
ditions when their attention is not 
drawn to the fact that they can be re- 
paired better and cheaper ow in the 
slack season than when the rush starts 
up in the spring. 

Cycle repairers are all over the 
country, in big cities, small towns and 
country villages. It might not, and 
probably would not, pay such trades- 
men in New York City, for instance, 
to pay the rates for advertising de- 
manded by the metropolitan papers, 
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because their trade is usually local to 
their own neighborhood, but even 
these repuir shops should have a large 
number of summer customers on their 
books, and to these a neat circular or 
booklet should be sent at the very 
commencement of the winter season, 
pointing out the numerous advan‘ages 
of having machines repaired when the 
owners will not miss them, the better 
work that can be done at leisure, and 
the lower prices that can rule for doing 
various repairs at the same time. 

But those repairers who are located 
in towns where the newspaper adver- 
tising rates are low should by all means 
avail themselves of that method of 
publicity. ‘Ihey will reach more peo- 
ple at a really less cost, reach them 
oftener, and keep the wheeling public 
in mind of the fact that bicycle repairs 
in winter is their specialty, by keeping 
their ad constantly in the local 
papers. The space used might be 


two inches, single column, and the 
matter something like the samples 
scattered through this article. 





Wheel “Out of Work?” 


Too cold to ride—too much 
snow onthe ground! Now 
is the time to have that 
frame lowered, or the handle bars 
changed to the latest shape! Where 
our tires are torn or are wearing too 
ast you can have them vulcanized, or 
the bearings cleaned, repacked and ad- 
justed. aybe the frame needs re- 
enameling or the rims re- 
varnishing. Bring your 
wheel xow, while you don’t 
need it. The cost would be 
very small. 


JOHN HANDELBAR, 
High St., Cor. Main. 











In the summer time the theaters are 
painted and decorated, because they 
arenot in use. That isthe time, too, 
that sleighs are repaired and put in 
order—for the same reason. Gener- 
ally speaking, when an article is not 
in use is the best time to have it re- 
paired. Firstly, because we are not 
deprived of its service. Secondly, 
because more time can be devoted to 
the repairs than if we were waiting 
for it—thus insuring the repairs being 
properly done, and, thirdly, because 
workmen, as a rule, charge less for 
their labor when they have little to do 
than when they are full of work. 

All of which remarks apply most 
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forcibly to the business of bicycle re- 
pairing, and show the necessity of ad- 
vertising this particular line to a far 
greater extent than has been oris now 
being done. Joun S. GREY. 


SHOP MOTTOES; OR ADVER- 
TISING NUGGETS. 


—Old goods go at your price. 
—Our ambition is not to be outdone. 
—We are not satisfied unless youare. 
—Our customers are our drummers. 

—Give us a call whether you buy or 
not. 
—We carry nothing beyond its sea- 
son. 

—Good goods do not need a loud 
voice, 

—We try to study the interest of our 
patrons, 

—We can’t afford to have you dis- 
satisfied. 

—‘‘Cheap” goods are the dearest 
you can buy. 

—You share the profits in buying 
goods from us. 

Don’t hurry. 
are convinced. 

—We want to sell you just the goods 
you want to buy. 

—We ask your attention without 
fear of the verdict. 

—Our shop service has made us 
thousands of friends. 

—yYour money shouts; here is yours 
if we can not please you. 

—Quality is better than 
cheapness. We keep the best. 

—It is the interest of our patrons 
that makes this store successful. 

—‘* Bankrupt sales” and “Fire” 
sales are mostly ‘‘ Bunco” sales. 

—Without being a Columbus you 
can make great discoveries here. 

—Our advice will be given when 
asked. Yours is always welcome. 

—We would rather please you at a 
loss than disappoint you at a profit. 

—If you don’t see what you want, 
perhaps you may want what you see. 

—We stand behind our sales. If 
you are not suited we will undo the 
bargain. 

—We can often afford to give you 
ten cents to make five, or to make 
nothing. 

—Onur clerks are told to inform you 
when you ask for information—but not 
to urge you to buy. 

—The last year’s bird’s nest the 
bird discards. That’s what we do 
with last year’s goods, 


Don’t buy until ycu 


mere 
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San Francisco Bulletin 


From PRINTERS’ INK, 
February 24, 1897. 








is an evening paper of high character 


«,° 
Vv The San Francisco Bulletin 
»S 


and goes into homes and has a worth 


e% to advertisers béyond the mere figures 
of its daily circulation. It has no 
waste circulation. Every copy goes 
into a home and goes there because it 


is wanted there. 


In the AMERICAN NEWSPAPER Q 
DIRECTORY for Dec., 1897. Ug 


The San Francisco Budietin is credited with Vy, 
the largest circulation accorded to any evening Ty 
paper in San Francisco or in the State of Cali- 
fornia, 


SAN FRANCISCO, Feb. 2, 1898. 


QUARTERLY CIRCULATION STATEMENT, 
THE DAILY BULLETIN. 

The actual number of copies of THE SAN FRANCISCO DAILY BULLETIN 
printed for past quarter, November 1, 1897, to January 31, 1898, inclusive, 
being seventy-nine days, was 1,800,889. 

BEING A DAILY AVERAGE OF 22,796. 

The above is a correct report for the past three months and is made in 
good faith. 

Sworn to THOS. F. BOYLE, 


before L. MEININGER, Business Manager, 
Notary Public. ** THE BULLETIN.” 





The Daily Average for Jan., 1898, Was 24,944 


Further information F. K. MISCH, 
from Potter Building, New York. 
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THE STORE AND THE LADY: A 
SUGGESTION. 
By John S. Grey, 

The managers of department and dry 
goods stores strive very hard to inter- 
est the fair sex in their advertisements. 
They believe, quite naturally, that to 
sell goods they must look to the women 
as buyers. The ads are,therefore, cun- 
ningly and alluringly worded, with the 
view of not only getting women into 
the store, but of so convincing them 
that the goods described are veritable 
bargains that they will examine them 
and—buy. Those who have heard 
women conversing with one another 
about the bargains they have seen at 
such and such a store will remember 
with what vivacity and interest they can 
talk, how they can ‘“‘ gush” over a 
garment, how they can go into verbal 
raptures about a dress, a bonnet or 
other article of finery. Asa general 
rule, a woman knows much more about 
a garment than the most loquacious 
salesman can tell her. Anyhow, he 
can’t fool her very much about it. She 
could give a much more intelligent de- 
scription of it than he could; that is, 
her description would be more lucidly 
given, and be more easily understood 
by women than would his. The clever- 
est of the ad experts cam not give a 
clearer or more natural picture of a 
woman’s garment than the woman her- 
self. A man exaggerates or under- 
rates, because he is not thoroughly 
familiar with his subject. A woman 
knows every hem, tuck and stitch in 
the whole garment, knows what they 
are, why they are, where they are, anc 
all about them, and has all that infor- 
mation as ready on her tongue as a 
schoolboy has alphabet. 

Just let a woman tell a party of her 
own sex about a bonnet, ora dress or 
a cloak she has seenin some store or 
another, and you will find she will in- 
terpret what she saw so clearly that all 
her hearers will see that particular gar- 
ment accurately in their mind’s eye. 
The man is not yet born who can do 
this successfully. 

Well, would it not be a good idea 
then for the big deparment stores to 
get the active co-operation of their lady 
shoppers by inducing them to write an 
occasional advertisement for a certain 
article or articles? Would not a week- 
ly prize of $50 or $25 be a powerful 
incentive to the habitual lady shopper 
to write out a good description of a 
wrapper, a cloak, a bonnet or piece 
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of dress goods? Leaving aside the 
suggestion of cash prizes altogether, 
would not the offer of a dress, or a 
handsome hat, or a stylish coat, for 
the best written description of such 
articles, have a decidedly stimulating 
effect on trade, and give an additional 
interest to the store? Would not such 
a competition cause considerable talk, 
create much friendly rivalry,and center 
a great deal of new interest ? 

I am not arguing in favor of women 
advertisement writers for all dry goods 
and department stores, although in 
many cases they have proved a distinct 
success, but outside of the regular ad- 
vertising department, T am of the be- 
lief that such a plan would be success- 
ful and profitable. Of course, if every 
store were to do it, there would soon 
be no novelty in the scheme, but I in- 
cline to the opinion that if a leading 
store in a town were to adopt such a 
system of occasional prize-giving for 
the best description of certain goods, 
that store would soon become the mecca 
for all the female shoppers in town. 

The value of the prize, and the nature 
of it, should be regulated by the dis- 
cretion of the storemanager. Ido not 
think that cash prizes would be so 
popular as their value in goods, for 
the reason that our wives. sweethearts, 
and sisters set as much, if not more, 
value on finery as money, and, more- 
over, the former has a permanence 
which the latter seldom enjoys. 


—_+o+-__—__ 
IN DICKENS’ TIME, 

In a book entitled “ Life and Writings of 
Chas. Dickens,” by Phebe A. Hanaford, pub- 
lished in 1875, soon after Dickens’ decease, I 
find that away back in the ‘30s, when the 
* Pickwick Papers ”’ first made their appear- 
ance, Charles Dickens did more for the ad- 
vertisers of that day in furnishing them with 
popular titles—household words--for their 
merchandise than ever Trilby or Klondike 
has done for the merchants of to-day. In less 
than six months from the appearance of the 
first number of the ** Pickwick Papers,’’ the 
whole British reading public (and the read- 
ing public means the buying public) was 
talking about them. The names of Winkle 
Wardle, Weller, Snodgrass, Dodson and 
Fogg had become as familiar in the mouths 
of the people as those of their own immediate 
relatives, coupled with a greater interest. 
“ Pickwick chintzes’’ figured in linen-dra- 

rs’ shop windows, and * Weller corduroys” 
in tailors’ advertisements. ‘Boz cabs” 
went rattling through the streets, and por- 
traits of the popular author were largely and 
profitably used in the omnibuses in connec« 
tion with the adverti ts of « di ies, 
as we now see the photographs of great men 
and handsome women in our trolley cars.— 
Michigan Tradesman. 





citiinpelindaiigyiiiieiabisiaa 
WueEwn one plan of advertisin 
have no proof that another wo’ 


fails, you 
not win, 
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The Largest Daily Circulation 
in the South. 


‘The Advertisers’ Guarantee Company swears that the 


WASHINGTON TIMES txecase tos 38,000 


| exceeding 


under a bond of $50,000. oot sapien Sm Se 
samples are mot counted! #& 2% ws SF 


“WAITING FOR THE EXTRA,” 


The American Newspaper Directory, Lord & Thomas’ Directory, 
N. W. Ayer & Son’s Directory, and those directories issued by leading 
agencies, give the circulation of the WASHINGTON TIMES, ‘The 
advertiser therefore knows exactly what he is paying for. There is no 
doubt, no guesswork about it. Advertising in such a paper pays with- 
out question. It is the only one-cent paper in the District of Columbia. 

Warts son same oe 


EORGE F. KINNEAR, 
Wasumertor, D. C, Manacer Foreicn ADVERTISING 
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THE MIDDLE CLASSES. 

The best public from which to obtain 
money results in advertising is the middle 
classes, Waiving aside all specialties—all 
wares and articles that appeal toa limited 
clientele, and speaking of things that appeal 
et ey —the support to assure success 
must be obtained from the general public. 
The rich are een a poor class to 
whom to ap aside from their numerical 
weakness. The poor could not buy if they 
would, and furthermore form an insignificant 
fraction of the reading world. Resides, their 
purchases never rise above the level of staple 
necessities. — Chas. £. - Ellis. 


Classified Advertisements. 


Gtverticements under this head two lines or more 
without d y, 25centsaline. Must be 
han in one week in advance. 


WANTS. 


CTS. a line for 50,00 p & ven. WOMAN’S 
25 WORK, Athens, G a e% 


prea seeds torpubliabers Large, attract- 
ive packets—honest value. See ad, page 36. 
ERFECT half-tone cuts, 1 col., $1; larger, 10c. 
per in. ARC ENGRAVING CO., Youngs- 
town, Ohio. pig eB 
PAINT metal] roofs. Work guaranteed for 10 
years. HARVEY +> Albany,Ga. Eng 
lish paint stops leaks ; Yes It Do. 
AIL order men, write for 5 Bonsott ition 
L clean goods; protite 613 nsolidated 
Exchange Building, Chicago, Il 
1 Gastion wanted for Sunday nape per. J.T. 
4 culation ; or e! ng r. 
HOSFORD, Vandewater St., New York 
\W ANTED— Advertisers to, to know that we have 
r circulation than any news; r 
published in the pied of Virginia. Adve 5 


rates furnis' ication. Address 
WINCHESTER PRESS, Wine Winchester, Va. 


Wramae “who have been reading ar- 
PRINTERS’ INK on Helping the 
Retailer to Advertise and would like to inaugu- 
such a movement themselves at small ex- 

aad should write to “ Quito, ” Printers 
Qavanos WANTED — Thorough aheneunt 
printer seeks eo 2 good proo cont: 


able salary ; Chi Chicago New ¥ k, vicini of 
or ew Yor or = 
either 5 eae ddress “ ALPHA Pan 








FLVERE prin printer wants our Specimen Book of 
4 Price List of Supplies. pS an 
have D pA. reductions in prices. 

books not sent to non-printers. AMERICAN 
IK FOUNDERS’ CO. Seead under “For Sale” 


$33 AN ENGRAVED PLATE 

— a much finer appearing letter- 
wore to print Hlogantly desig 

on more t. 

spd cugrared siograrare, Hae | 

submi 
wording. W.MOSELEY, 89 Hill St., El 
ssssssss sess 


W 








ION. 
Rates, 25 cents per agate line, each insertion. 
ghee ere 
es 1 1; ae 
1.25 we 5 lines ws inches 
6 lines Hy ~” 2 
“ 
7 “ 
nec “1 page 
oni y first-class matter accepted Parties with 
out good commercial rating must send cash with 
order. Cuts must not be over 23-16 inches wide. 
Copy for an issue os reach us by the 25th of 
previous month. An adv. that will pay anywhere 
will pay in WOMAN’S WORK, Athens, Ga. 
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[PPawinges FROM PARIS—A lady in Paris 
competent and experienced, desires an en- 
it to furnish .cawe 


sends drawings of latest creations. 

fae serve one journal or two. Compensation to 
be fixed by agreement, after submitting speci- 
Address “ A. mht care of Printers’ Ink. 


~ INFORM. 4 TION. 
ee is it you want to know? hoor 1 with 
uiry. 1887. TED 
TRADE AND INDUSTRIAL PRESS, ‘Regoek and 
Inquiry Department, Washington, D.C. 


MAIL ORDERS. 


EST illustrated catalogue of mail-order books 
ever issued —%4 pleand torme sellers, 150 per cent 
profit. Send for sample and Our system is 
pertect. _T. J. CAREY & co., ei a city Hall Place, 
lew York. 


7o, 
PREMIUMS, 


Ditpeopie. mate for publish Soa . re 

pe je wan and prices 

Have supplied the o New aT ork Wort Ag. 
Creme h 


Bpitom rm and it 
rower, etc. You need them fornothing® “pulls” 
like seeds. A. T. COOK, ao le Park, N. Y. 


Varieties that 


NEWSPAPER METALS. 
UBLISHERS, b * anonene ain 
pape: jose no’ on us 
e have feat tell them 
about Stereo. ag Lino. Metals w 


seeve is more — t to 
E. W BLATOHFOR & CO., 54-70 N. Clinton St., 
Chicago. 





0 +e 
ELECTROTYPES. 


) Pyy tts stereotype. e type, electrotype metal. 
Shotts reliable, uniform and = 
Our need no “trial order,” but orders 
and Souinmeadonee solicited. 
MERCHANT & CO., Inc., 
Manufacturer 
Philadel; Pa. 


SUPPLIES. 


ters’ Rollers. 


peaaitum seeds for publish apm me Large, attract- 
ive nea nest val See ad, page 36. 
let_us show 


samples and 
SAGO Biber Zoe ereries NG CO., 
hicago. 


7 AN BIBBER’S 
Print 


[?Z zon use cu! 

rices. CBs 

79-81 PPitth Ave., © 

i te ~ PAPER is printed with ink manufact- 

ared by the W. D. WILSON PRINTING TNK 

CO., L’t’d, 10 Spruce Bt. Now York. Special prices 
to yers. 


——_+o,—_—_. 
JOB PRINTING SPECIALTIES. 


M4 E your ads attractive with the ht kind 
of cuts. Will gis CHICAGO PHOTO- 
ENGRAVING CO., 79-8 ifth 9-81 Fifth Ave., Chicago. 


A NEWSPAPER wanted (one very 
town in the Lt LO vertise sell 5s its 
“Ledgerette Bill 


ob printing departmen e 
ihe. B ‘pat. A device that sells at sight. to almost 
ve and pr man. Each sale 
‘stablishes i» permanent customer for printed 
billheads. Profits 100 Pye cent. WM.R. ADAMS, 
manufacturer, Topeka, Kansas. 
—— 
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C's of every kind for every pw 
/ CAGO PHOTO-ENGRA VING 00.794 70.81 Pith 
Ave., Chicago. 
Drs of Profitable er anita of the 
ey Co., E. A. WHEATLEY, Di- 
rector, 341-351 Dearborn St., Ginioaee 


yon. PRINTER: Did you ever see a really 
first-class job that was not set in our t; dy 

Which are your  aalag on crates th We make 

T of poor d = ne epee work. 

aim to be et OF ee success. 

AMERICAN TYPE UNDERS: oO poanshes 

convenient to you all over the continen’ 











BILLPOSTING AND DISTRIBUTING. 


B. WILSEEOO, , Comabriden 9 + Pa., bill- 

° fmm a ——_ distributo: igns ted 

and tacked u Clreulars, pam; hlets, books and 

samples mailed or distribu Write for partic- 
ulars, BEIT et 

ADVERTISEME) NTS BY TELEGRAPH. 
IF} you murder your ur mother-in-law or set fire to 
he City Hall, the Associated Press will 


=> will send 
the news all over the cow ag and the leading 





=, rs will print it under of “B 

Te ph ”—all without — to 0 you. you se 

inom new volock for — — Washington or 
ur brand of we ae for latest 


one ply = the 
at the Waldorf- Astoria, we will send out the 
information Se you, and next morning it will 
papers under the heading, 
t our bill you 
ment was ex- 
— v... ae of it was in a proper. 
tion. For fart partic addr HE 
Gu0, F ROWELL “AD ERTISIN Cco., “0 Spruce 
St., 





o————— 
BARGAINS. 


subject b 
wane ENG 


eve 


PEAGO FI AVING FOr 708 79-81 Sah 


Ciscage P 


C 


OR veces five dollars we will print seventy- 
Ly 4 words, or ten agate lines, in two million 
000} of conspicuous ——- Fig 
euplete, the work within 8. 
of only one-eighth of a om a 
line > for 1,000 circulation. e advertisement will 
appear in but a single of any paper. It will 
be p before two million different ne 
buyers—or ten millio: ers, if, as isso! mes 
stated. every newspaper i 3 ‘looked a ry onan oo 


age + five © poe h the chec! 
1E GEO. ROWELL CDVERTISING CO., 10 
aan St., New York. 


WOMAN’S 





FOR SALE. 
> | BUYS 4 lines, 50,000 proven. 
> | work, athens, Ga. 
POsmrR teen ee. Large, atttract- 
packets—honest value See ad, page 36. 
7ORSALE—Ink factory cheap, near R. R. depot; 
1 ice on mortgage. Address P. O. 
BOX 210, Babylon, L. I. 
rosy SALE—A trade journal. Fine paid list 
1 good ohvemens patronage. Address 
“Q.,” care Printers’ | 
VOR SALE | CuEAP Weekly n and 
k Good business for goed man. 
“NE 8.” Whitesville, N. Y. 
A DAILY PAPER for sale in one of the best 
cities in Mass.; $5,000 capital needed. Splen- 
did chance for the right man. Apply to ug! oe ” 
this paper, immediately. __ 
OR SALE at rous 2 petating 
F plant iam arta on ; has 850 sub- 
scribers, carri om columns advert ising. 


Good pe eee for oath Good 

reasons for selling. wy Mich. 
VERYTHING for the printer ; complete out- 

4 fits; the best, at my pod no higher the pomes 
be frase Soest tar! uth the Ben tine 9 b 

style and de: is U al 6 leac pu 
lications. No other type w: Lf i satisfy customers 
of taste and oa of ge _ 
mates furnished, 


nearest your of business. oar AMERICAN TY TYP 


FOUNDERS’ Branches in J =. New York, 
Philadelphi Baltimore, urg, Buffalo, 
Cleveland, Cincinnati Chicago, Milwaukee St. 
Louis, Minneay lis, Kan i 


ty, Denver, San 
tlanta. 


Francisco, Portland (Ore.), Dallas, A 


N®s ewer are ADVERTISING mn THE UNITED 
A book of two hundred pages. con- 
pa. : Tata e of about six thousand news- 


me that are credited by the Amer. 

ca rectory (December edition for 

1897) with having regular issues of 1,000 copies 

or more. separate State m of each and 

every State of the American Union, naming those 

towns only in pag yan pee ee issued This book 
v) 


having more than circulation. This 

Gaonet Coos 18° ism) A! be sent, postage 
paid, to a ne of r-* dollar. 
ay T B GEO P P. ROWE! ADVERTISING 


CO., 10 Spruce St., New York. 
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MAILING MACHINES. 


‘HE nothing lik 
‘1 Rev. ALEXANDER "DICK, Meridian, x ey? 


HoRtors Mailer ix supers is ay AR hitherto 
bestmaulers in largest 
net. net, AMERICAN 


It beats the best. Price 
TYPE FOUNDERS’ CO., se 







aS 
ADVERTISING MEDIA. 
py oman’s WORE, Athens, Ga., 4 lines $1. 






ywouars WORK, 50,000 proven, 25 cts. a line. 





wor WORK, Athen: Athens, Ga., 25 cts. a line 
for 50,000 proven. 
MEniOAs ome, Knoxville Tenn.; 1 yr. $1, 
cluding 40-word ad. 
ARDWARE DEALERS’ MAGAZINE. 
Copy free. 271 Broadway, New York. 






4 


P 
4 
A 








REMIUM seeds for publishers. Large, attract- 
ive packets—honest value. See ad, page 36. 


WORDS, 5 times, 2% cta. ENTERKPRISE, 
lation exceeds 6,000, 


Brockton, Mass. ‘Circu! 

O. U. W. RECORD, Denver, Co!., over 10,000 
e proved circulation. Write for terms. 
DVERT!ISERS’ GUIDE. New Mores, N.J. Te. 
<\ line. Cire’n 3,500. lose 24th. Sample free. 
y 7 HEELING NEWS is — with a greater 

circulation than any other West Va. daily. 
NY rson adve rtising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 
TT SUNDAY SCHOOL TIMES, Phila., 
















issue 154,938 ~opies ee in 1897. Worthy 
advertisements acce Write the “ R. P. A.,” 
oe 





‘O REACH Oregon. Washington and Idaho 
-ssive farmers;the WEBFOOT PLANTER, 
Ore., 5,000 copies monthly guaranteed. 


Write for rates. 


EPUBLIC.. JOURNAL, Littleton, N. H; 
est circulation and best paper in State no 
of Concord; 2,800 guaranteed; rates low, but 
firm ; service the best. 


‘| HE Rochester, N. H., Courter, werlty. has the 













circulation of any in a manu- 
facturing city ey) . ‘populat on of 7,396. A 
good country pape: rade center. 





‘|°HE TIMES-UNION is read by progressive, in- 
dustrious and ae men Ae women. Its 
m is — < all the roe | 
7 dailies combined tb s value 
advertis! ng medium. JOHN ti. FARRELL. edi. 
tor and proprietor, Al 
A Mal aout es c etfective of the otvertisins done 
because it is placed in 


that give no oon than one- 

Pienth of te tor that might be had by Placing 
the same advertising in other papers. If you 

ae the right advert —- and put it in the 

rig! papers, your vertising y. Corre- 

greteoce solicited. Adi He GEO. P. 

WELL ADVERTISING CO., 10 Spruce St., N. Y. 






* . 














oe 000 COPIES teed circulation 
of the ¥. > hy 's Al- 
Memorandum if i gh in 

a nis is the best carsrtden 3 

gt vig yy 4 into families. Only & a im 

ted amount of advert taken, as we use the 

two books to advertise our P. P. P. and they pave 

made our P. P. P.a big seller in  LPPMA 

Alabama and_ Sou * any MA 























T THE NEW YORE eroeeOa, ECHO 
is jest musica] publication in the 
world. Thirty-six full size sheet m music of 






prettiest vocal and instrumental music of the day 
Italso contains eight ~~~ of actress 
Send ten cents and 





es and musical celebri 
all pad. or ound Owenky amin and gob 


and po! ‘ 
Jur tieesaehan Bom s = yyto} adver- 










Echo Uo. 163,165 end 189 Congress 
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fi 
ea 
Ohio. 
ADVERTISING NOVELTIES, 


Dire peckss-honaa vale Bee ta pawe ss. 





7E want to hear who cuts. 
W CHICAGO PH VING » 19-81 
Fifth SretRG eek ae 
mg TY 
8 
on them. REGENT 6. OO, 1aew 
cago. 


eee the rpose of inviting 
Foe f Advertising Novelties. 
ras las iad yh be in- 
| under this head once tor om 
xeon gatas MAILABLE BIL BILL purposes. Aa ad =i. 


right thine inthe rig paces che 
Semple fres. AM. Bl sine 
SE HUEBSCH’S aoe the beat desk 
ni 436x6, 48 


Cithor toting 
ee eet ited 
Bebe ‘A. HUEBSOH & CO., mfrs., $1 Rose 
St., N.Y. City. 


— 
ADVERTISEMENT CONSTRUCTORS. 
yom 
e 


[DEY 0 Nass 

66 4 SK LEWIS ABOUT Ih 

LLEW!5 makes medical ads pay. 

AJ ONES. See advertisement below. 

[ EWS’ address is PENN MUTUAL BLD., Phila, 


C* Gogo, F. GaasrD, 179 Fronts St., 
Owego, Tioga Co., N. Y. 
== the “ AD” FR. R. Fifteen years’ experience. 
Des Moines, Iowa, U. 8. 4 U.8. A. 
RED C. HUBBARD, Ashtabula,O. Our Photos 
are ads. Also writing. Booklet. 
HARLES J. ZINGG, Farmington, ne, Writ 
C% ing and printing for adv for advertisers. 
G ILLAM & SHAUGHNESSY, Advertisers, 623 & 
3X 6624 Temple Court, New York. Write. 
JED SCARBORO of Ly i ws five 
rizes won in as many adwr riting con 
7 A. WHEATLEY, effective Pisce! i ye S41 
4e Dearborn St., Chicago. New York office, 
114 Fifth Ave. 
’ pare omy: writer of exclusively medica) and 
drug advertising. Advice or samples free. 
rm G. MANNING, ING, South Bend, a 
€bookets, plain or stamps, will bring samples 
—, ‘ective Tewonantite 
Cc. J. ZINGG, F Farming- 


Cree. 


parr ont silver or money order, will brin 

nmted sample ads for jians 
jewelers. Ten ——— will bring fine sample of 
optical booklet. C. J. ZINGG, Farmington, q 


We HOLESALERS “desiring o' —-~ service 
adwriting for their ustomers can 
advan arrangements for 


7 
three, six or twelve months. ) an service to 
ry accepted customer. C. J. ZINGG, Farm 
ington, Maine. 
R DRUGGISTS —100 ads f ads for $. ., written oa ly 
Sree, on embracing eve 
advertiabie ina Pat, store. ya Typed ieplny a 


HARR 
wens Y Writer or Ady ‘Advertising for 4 
Wdliamstown, Mass. 
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DWRITING and ge Pinter indow Posters for 


id cheapest a verdising. 
BURNS, Druggist, Bernardsville, N 
GCHOEFvER Old Style, Kate Greenaway’: 


line, — Hea Laclede, 

Eat Reng RRC PRE Po 

ERs’ CO., leaders of 

all priv icipal cities, 

{OR one dollar, in advance, I will answer o 
letter for four weeks in regard to to 

any ad zee | MAY SULTS 5 will 
nd give generally 

the benefit of what I now about advertising. 

Four letters for one dollar. Good only for ashort 

end C. J. ZINGG, Farmington, Maine. 


IN when you like, stay as long as it 
—- whew you pl please, WwW e prepare Poor 
Plan with detailed ay can cancel your 
contract the us) Ours 2 is sucee by paying what 
r 
Wsinteliigent tand tic. e study each 
id give Right wedi client three thinwe 2 Right 


Methods: lediums; Right Matter.” THE 
WHITMAN Co Co., 37 Nassan St., oe 


hea a ae placing of : of pivasting consists 
ng 
to be 


on. 
OWL aD RTISING 


A 
4 No. 10 Spruce St... New Ye “New Y 
( ammo". iliallldal 
Siegert petty - 
oO 
0o 
0o 
00 
oS 





BOO WRITTEN 
FOR LF PRICE. 
NEWSPAPER ADS 
FOR Ht AY PRICE. 99 
This month I want to get acvuainted 00 
mers. 


with 100 new custo’ I am willing 00 
to pay for this 


For writing and lustrating the best 
new: nang - ~ wlan 
Writing weorles of dozen 

ona ~ 


gall -$30 00 
Iilustrating doesn news- 
paper ads at $2.50 each.. 30 00 


If you will send an order wuhie, ten 
from the of Publication 
ee periceer offer, I will 

a@ series of 12’news- 

this kind for your busi- 


THIRTY DOLLARS, 


accompany order, » 
me BA a a 
account. I guarantee my work to please 
zon. ie it is not anes & 


one diculous low price s low price I pa will 


—y 
One thing | insist upon is that ahs a 
paws apo of Se ee - a 
wor won’t spoil the advs. b~ — 
rush work, even if the price by doing 
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have the best equipment for handling it. 

My offices are furnished with everything I know 
of to assist me in producing the best work and 
giving the best service to advertisers. As fast as 
I learn of some new and necessary thing I om 

Iam saying all these things because this busi- 
ness of mine is a new one, and because Iam the 
= one who is carrying it on in just my own 


"No other writer, and no other advertising man, 
has the same conception of the business. 

I believe that I have more honest, earnest faith 
in advertising than any other man that breathes. 

I believe that good advertising will sell any 
kind of goods that ought to be sold. 

ae 
BETTER RESULTS FOR LESS MONEY. 

One of the things that an advertising jist 
does is to make a small appropriation more ef- 
fective than a larger one was. 

He uses less money and produces better results. 

To be able to do this he must know his business 
thoroughly. 

The it, the planni 
tising, is half the battle. 

The writing and designing of attractive matter 
is the other half. 

The two things go hand in hand. 

*,* 
I CAN DO IT. 

I propose to act as advertising manager for a 
limited number of advertisers throughout the 
country. 

With proper co-operation on their part I can 
do this business in a perfectly satisfactory and 


of the adver- 





fitable way. 

My client can do his own planning if he wants 
to and merely have me attend to the writing, or 
I will give him a plan, advise with him, answer 
questions as often as he cares to ask them, and 
help him in every way to make his advertising 
productive of good 

I know that if Ican consult with my clients, if 
they will be guided in some measure by my ideas, 
my experience, and the experience of other men 
in their respective lines, I can make their adver- 
tising much more profitable than I could by 
merely writing the ads. 

A man may have the best'ad that ever was 
written, and find it unprofitable because it was 
placed in the wrony paper, or displayed in the 
wrong way, or because of some other reason that 
comes under the head of advertising manage- 
ment. 


* 
bas 


NO REVOLUTION NECESSARY. 

I don’t propose that a man shali turn over his 
entire business to me, or that he shall do any- 
thing that isn’t dictated by common sense. 

I merely propose that he shall have the benefit 
of a brain other than his own—a brain that has 
been trained to the advertising business, and into 
which has been poured the experience of thou- 
sands of good business men. It is a tool ready to 
his hand. He may use it if he pleases. 


CHARLES AUSTIN BATES, 
Vanderbilt Building, 
New York. 
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TRUTH, well expressed, makes the 
best advertisement. 


Tue best paper covers the cream of 
trade in any section. 


A UNISON should exist between the 
article advertised, the advertisement, 
the advertising medium and the class 
to be reached. 


THE best adwriter is likely to prove 
the cheapest, no matter how much 
higher his rates prove than those of 
more mediocre men. 


OnE of the inducements which the 
manufacturers of the Douglas Shoe 
offer to dealers to handle their prod- 
ucts is that of an advertisement in 
the local papers without cost to the 
merchant. 


In Display Advertising (New York) 
for February appears a strong protest 
against the increasing tendency to in- 
augurate movements against the bill- 
boards, also some decisions of courts 
of interest to billposters in regard to 
their legal rights. Billposters and others 
who have met with any trouble will 
find the articles of great interest. 


Messrs. WARD & Gow, who place 
the advertising for the Funk & Wag- 
nall’s Standard Dictionary, have a card 
in many of the cars about Greater New 
York that causes much amusement and 
was put in for the holidays, and it 
sounds rather ridiculous now. It read. 

The Ideal Christmas Gift—A new edition 
of 40,0co copies of the now famous Funk & 
Wagnall's Standard Dictionary has just been 
put to press to supply the holiday demand. 
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THE Little Schoolmaster is now 
convinced that there are in this country 
a host of Chinese laundries which ad- 
vertise. Since noticing one of them 
several weeks ago, he has been deluged 
with the announcements of others sent 
in by observing correspondents, until 
his very dreams have been tinged with 
rice and pigtails. But he is glad to 
know there are so many and that so 
large a proportion of them is doing 
really excellent advertising. 


Tue Charleston (S. C C.) Mews and 
Courier has not inserted any cuts in the 
advertising columns of its daily edition 
since the time that Noah went into the 
Ark, but now announces that on the 
first of March cuts will be inserted. 
This would be a good time for the 
Springfield (Mass.) Republican to con- 
sider the cut question, That is the 
only paper left in the country that is 
slower than the Charleston News and 
Courier—unless perhaps it may be the 
Baltimore Sun. 


Mr. R. E. BENNETT, advertising 
manager of the Herald, in a recent 
communication concerning the com- 
parative circulation of the Binghamton 
papers, says: 

We have no fault to find with the rating of 
the Daily ‘/eraid in the American Newspa- 
per Directory. We have always been given 
what we claimed, which is also what we have 
had. Wecan say positively, however, that 
the Leader’s circulation has been overstated. 
In placing the Hera/d first on a iist of the 
Binghamton papers is placing it correctly not 
only alphabetically but also as to circulation. 
The truthfulness of this statement will be 
anaes by any one who has occasion to 
send a representative to Binghamton and 
make a personal ee 


Fashions isa large sized newspaper 
published by Herbert Booth King & 
Bro. in New York. Its circulation is 
said to be in the neighborhood of 
200,000 copies. PRINTERS’ INK is a 
little paper also published in New York, 
and its circulation is known to be a 
little more than 20,000 copies. The 
funny thing about it is that it seems to 
be understood that it takes more paper 
to print one weekly edition of PRIN’- 
ErS’ INK than it does to print Fushions 
for a month. Some people think 
PRINTERS’ INK's advertising rates are 
dear at 50 cents a line, but Fashions 
gets $2 a line for advertising and 
carries a pretty good line of advertis- 
ing, too. Fashions is one of the 
papers that does not make a circulation 
report to the American Newspaper 
Directory. 
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TELL THE TRUTH. 


Sr. Joun, N. B., Feb. 4, 1898. 

Editor of Prinvers’ INK: 

On page 53 of Printers’ INK, issue of Feb- 
ruary 2, appears a statement that the Dad/y 
Telegraph, of this city, has “ the largest cir- 
culation of any daily newspaper in the Mari- 
time Provinces,’ ye: you do not give the 
number of copies said to be issued. ow we 
have been making affidavit to our circulation 
for a number of vears past; the G/ode of this 
city recently made affidavit to you, and you 
afterwards published such a statement, Itis 
a well-known fact that both the Sus and the 
Globe have a larger daily circulation than the 
/elegraph. We are, therefore, at a loss to 
know how you reconcile these statements. 
Of course, if the Telegraph publishers have 
made an affidavit as to their circulation dur- 
ing the last six or twelve months, and the 
figures sworn to are greater than those of the 
Sum and Globe, there is nothing more to be 
said so far as you are concerned. The head- 
ing on page’so of Printers’ Inx absolves you 
from some responsibility, but the /e/egraph 
quotes the item as your statement, and calis it 
** Good Authority.”” We do not know your 
agent in St John, but we venture to say that 
if twenty of the leading business men in this 
city were asked which paper had the largest 
circulation, the contest would undoubtedly 
be between the Sum# and the G/ode, and the 
Telegraph would not be in the running atall. 

This whole business raises a doubt, in our 
minds, as to the desirability of making vffi- 
davits as to circulation. Will you kindly 
favor us with your remarks on this matter, 


and oblige yours very truly, 
Sun Printine Co., Ltd., M. 
It is explained in the same page of 
PRINTERS’ INK that the statement there 
given was copied ‘‘from printed mat- 
ter emanating from the office of the 


paper.” The paragraph appears under 
the heading : 
WHAT SOME PUBLISHERS /SSERT. 

It would seem that the 7elegraph 
makes a practice of issuing the claim 
to which attention is now directed by 
the Sun. These are the words: 

The Daily Telegraph has the largest circu- 
lation of any daily newspaper in the mari- 
time provinces. The Weekly Te egraph has 
the largest circulation of any weekly news- 
paper in the maritime provinces. 

One object had in view in printing 
these and similar claims in PRINTERS’ 
INK is to invite the attention of inter- 
ested persons, provoke discussion and 
bring out the truth. 

The editor of the American News- 
paper Directory says that his latest in- 
formation leads him to believe that the 
St. John circulations are about as fol- 
lows: 

Globe, daily, about 4,200 copies. 
Sun, daily, about 3,800 copies. 

He says he accorded the Zelegraph 
a circulation of ‘‘exceeding 4,000 
copies,” on information received sev- 
eral years ago, and that in the ab- 
sence of recent reports is led to believe 
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that its present circulation is not so 
large. 

Doubtless the 7elegraph continues, 
from force of habit, to republish an old 
statement about its circulation that 
may or may not have once been true. 

The New York Daily News pub- 
lishes daily at the head of its columns 
the words: 

pees to: “i ~ oda 
and has done so for years, notwith- 
standing the fact that its publishers well 
know that it does not issue one-half as 
many copies as the Morning or Even- 
ing Journal, or Morning or Evening 
World,and is exceeded in circulation by 
papers in Boston, Philadelphia, Cin- 
cinnati and Chicago. 

The heading of the page in PRINT- 
ERS’ INK devoted to pricking prepos- 
terous circulation bubbles is embellish- 
ed with the following apt quotation : 

‘*T said in my haste all men are 
liars.” —Psalm cxvi., 11. 

PRINTERS’ INK hopes that the man- 
ager of the Sum will not permit himself 
to doubt the propriety and desirability 
of letting his actual circulation be 
known, Whatever his neighbors may 
do, let the Sw persevere in telling the 
absolute truth. So long as he does 
this he will be believed. Among the 
largest circulations of America is that 
of the Chicago News. itsactual issue 
has been told day by day, week by 
week, month by month end year by 
year fora score of years, and during 
all that time no human being ever 
doubted the absolute accuracy of the 
claim. During the same time, or much 
of it, there has been a paper in Phila- 
delphia also issuing statements from 
day to day, showing a circulation 
about as large as that enjoyed by the 
Chicago paper, and during all that 
time PRINTERS’ INK has never met any- 
body who believed the circulation of the 
paper to be as stated. An application to 
the Chicago paper for permission to 
investigate its circulation statement 
will always bring a prompt acquies- 
cence, while an application to the 
Philadelphia paper to a like intent has 
in one instance, at least, failed to 
bring any reply whatever. Whatever 
may be the shortcomings in the Phila- 
delphia /tem office, if there are any, it 
does not do a bit of harm to the Chi- 
cago News now, nor in the past, and it 
never will in the future. Where the 
truth is told the truth teller believes it 
and the hearer believes it, too. A lie 
generally passes as a lie. 





42 
GRATUITOUS CIRCULATION. 


Office of 
“Tue AMERICAN CARPET AND UP- 
HOLSTERY JOURNAL.” 
A journal of information for retail 


dealers. 

Conducted by the Trades Pub. Co., 

John R, Kendrick, Pres. and Treas. 

113 N. Twelfth St. 
Punananrusa, Feb. 4, 1898. J 

GENTLEMEN— One of our staff some time 
ago, in talking with a manufacturer of car- 
pets who has for some years been on our 

* possible advertisers ’’ list, asked him after 
soliciting his advertisement and being re- 
fused, if we might not place his name on our 
paying subscription list. The manufacturer 
at once replied, “Why, what is the use, we get 
your book here anyhow.” 

That he was a reader of our Journal was 
quite evident from the fact that it lay open 
on his desk at the time. 

This remark has led to certain conclusions 
which we wish to impart to other publishers 
in our line, with the hope of receiving ex- 
pressions from them on the subject. 

In our own industry our list of possible 
advertisers is made up almost exclusively of 
manufacturers of and wholesale dealers in 
the lines of which we treat. The general 
circulation of our paper, however, is among 
the retail carpet and upholstery deaiers 
throughout the country, As has been the 
custom with many trade _ publications 
throughout the country, we have made a 
practice of sending a free'copy'of our journal 
nearly every issue to manufacturers and 
wholesalers who advertise in ourcompetitors’, 
or have advertised in the past in our pages. 
We find that our contemporaries do prac- 
tically the same thing, the result being that 
nearly every manufacturer and wholesale 
house in our industry receives a copy every 
issue free of each of the trade journals 
treating of his business, Of course, if any 
one of the journals asks such a firm to sub- 
scribe and pay for the book (as we believe 
they should do) they immediately say ‘* Oh, 
we get your book and all the other books, 
and do not see the necessity of paying any- 
thing for them.” 

We believe that it is an accepted fact by 
most publishers that the time ~ gone by 
when it helped a paper in any way to favor 
certain possible advertisers with free copies 
of their ks. On the other hand, it is our 
opinion that the respect and esteem that the 
trade have for the trade press has been 
lowered and deteriorated by this expensive 
and almost fruitless system. Every well- 
edited trade paper contains in each issue mat- 
ter of vital importance to manufacturers and 
wholesale houses (as well as to retail dealers), 
such as information regarding new firms, 
news of competitors, changes of buyers, etc, 

Why should they be given this news simply 
because they have advertised in the past and 
= advertise in the future? 

here are many firms who have hardly 
spent a dollar with the trade press who have 
’ for years past, and are still, receiving every 
paper in their, line of business regularly with- 
out paying a cent for subscription thereto. 

As a rule we find that such houses regard 
the trade papers lightly, and we believe this 
is one of the principal reasons. A man who 
is constantly giving away something for noth- 


ing is finally metamorph into a man who 
is “ giving “_ nothing.” 
Admitting that there is any efficiency 


whatever in free copies to possible advertisers 
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as an advertising investment, it certainly can 
not be defended on the lines of economy. 

Any publisher who is giving away every 
time a issues his paper from three to five 
hundred copies to the class we have outlined, 
can readily figure up the enormous amount 
of money he spends in the course of a year 
for paper, presswork, mailing, etc., and 
recognizes at once that it is a waste of 
money. Papers of any merit whatever need 
not fear being lost sight of by cutting off 
their possible advertising free list, because 
any paper which will not give its copies away 
year in and year out to the very people to 
whom it is of vital interest, secures for 
itself a respect which is worth infinitely more 
than the possible results to be obtained in- 
directly from the system in question. 

It does not help an advertising solicitor to 
have the firm whose business he seeks know 
that they have been the beneficiary of his 
publication for some months, and possibly 
years past. Business men, as a rule, are not 
grateful for favors which are voluntarily 
thrust upon them, and it certainly is a great 
favor to furnish a wholesale house with the 
valuable matter which most trade papers 
compile in each issue. 

ere is no good reason why a well-con- 
ducted trade paper should not receive support 
from every enterprising house in the line of 
goods of which it treats, and it seems a mis- 
take that publishers should cut themselves 
off from any possible chance of securing sub- 
scriptions from certain “possible advertisers” 
by sendingthem their papers without charge. 
It would seem better that publishers should 
make it a point when soliciting business from 
a possible advertiser, at the end of an _inter- 
view, if unsuccessful, to ask for a paid sub- 
scription. If this be refused, certainly no 
blame can attach for lack of enterprise, if the 
— does not continue presenting such 

rms with gratuitous copies. 

If the free-copy practice can be defended 
on the grounds of enterprise, it should be 
remembered that enterprise is usually in- 
dulged in for the sake of immediate or future 
profits, and if a publisher can figure out 
through any method where giving his paper 
away has not been a positive loss to him, we 
should be glad to hear from such. 

Publishers are seldom called on to state 
the exact number cf copies they print, and as 
arule can not charge any higher prices on 
account of the extra copies they give away, 
over and above their paid subscription list. 

The above is simply a resume of a few 
thoughts on the matter of gratuitous circula- 
tion, brought about by the discovery that 
since our journal was started in 1883 we have 
spent considerably over $10,000 simply giving 
away “— of our paper to possible adver- 
tisers. Yours truly, 

Tue Trapes Pustisuinc Co. 
Per John R. Kendrick, Treasurer. 

The communication printed above 
tells more than the writer had in mind. 
It indicates a fact, becoming plainer 
day by day, that it is possible to pub- 
lish a good paper and furnishit to the 
right parties free, making an income 
from advertising patronage solely. 
The publisher need only concern him- 
self about his ability to interest the 
people to whom he makes his regular 
visits—uninvited. If they will accept 
his paper and look it over, the favor 
is from them to him, rather than from 

















him to them. The only thing that pre- 
vents this practice from being com- 
mon, not only among class papers, but 
religious and political papers, in fact all 
newspapers, is that itis illegal. Papers 
so distributed are not entitled to be 
carried in the 'U. S. mails as second- 
class matter. And here is a question 
for the preposterous Mr. Loud, who is 
at present struggling -with what is 
known as the ridiculous Loud bill for 
the regulation of postage on second- 
class matter. If Mr. Loud has any in- 
fluence let him use it to get the law 
regulating postage on printed matter 
simplified. Let the department charge 
what it is worth for carrying printed 
matter and cease to concern itself about 
what is said in the printed matter (pro- 
vided it is decen!) or what object the 
sender has in mind, Let the depart- 
ment fix a price at which it can afford 
to do business and then let the public 
do business. 

A trade paper can not get advertis- 
ing unless it is read by the right peo- 
ple in the trade, and by most of them; 
and about the only way it can get it- 
self read by most of the people in the 
trade is to invent some scheme by 
which they shall practically receive it 
free. It is all very well to say that 
those who read the paper ought to pay 
for it, but it is more important to the 
publisher of the trade paper that the 
people of the trade should read it 
than it is that they should pay for it. 

ooo. oe 

A SAN FRANCISCO man, who has 
lived there ever so long and knows all 
about it, says that the circulation of the 
Daily Examiner is fully 80,000, of 
which fully 30,000 copies are taken in 
the city ornear by. He places the cir- 
culation of the Chronicle at 47,000, and 
of these, he says 22,000 are sold in the 
city. ‘I would be willing to wager,” 
he says, ‘‘a fair amount of money that 
these figures are not two per cent out 
of the way,”” and then this well in- 
formed, just and impartial San Fran- 
ciscoan proceeds to say that the. Post 
and the Report each issue 6,000 copies, 
not two percent above nor two per cent 
below that figure, and that the entire 
12,000 are consumed, read,devoured or 
otherwise disposed of wholly and abso- 
lutely in the city of San Francisco, or 
very near thereto, because nobody fifty 
iniles away from San Francisco ever 
cares to read or cares to see a copy of 
the Post or of the Report, or does, in 
fact, ever see one, 
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ON FIGHTS IN PRINT. 
By Theodore Sheridan. 

A very common form of unprofit- 
able advertising is the kind that 
advertises the advertiser’s competitors. 
That it is so common is not strange; 
the temptation is strong, and most good 
business men are good business men 
because they are born fighters. 

Business rivalry is a most excellent 
thing, but business rivalry carried into 
print is a boomerang for the man who 
pays the printers. 

His purposes may be all right and 
his provocation great, but the peculiar 
workings of the human mind must be 
taken into consideration. 

The American people love a fight, 
but they are nothing if not or gcha 
They cheer both fighters on with equal 
enthusiasm. They pay little atten- 
tion to the boasts ard bluster of the 
fighters. They reserve their decision 
until after the fight. 

The business man who rushes into 
print with his struggles with his com- 
petitors, pays all the expenses of the 
‘* mill.” Theman whom he is fighting 
has that mysterious prestige which a 
calm and unruffled silence always 
gives, and is pretty sure to come out 
with more than his share of the purse 
and the gate money. 

Advertising space used for any other 
purpose than to tell people what you 
have to sell and why they should 
come to your store is space wasted— 
often worse than wasted. People don’t 
care a picayune about your business 
quarrels. Your attempts to drag them 
over on your side disgust them. The 
fight itself amuses them, but they 
won’t be bullyragged into becoming 
your bottleholder. 

You may talk until you are blue in 
the face, but you can’t make pcople 
believe that you are quarreling with 
your competitor for their good. They 
think they are quite capable of taking 
care of themselves. 

They are apt to conclude, though, 
that you are not—that your competitor 
is beating yov on your own ground. 

aa 





INVITING. 

“This,” said the Kansas editor, looking 
over the top of his spectacles, ‘is. the most 
inviting manuscript I have received for a 
long time.”’ 

‘What is it ?” asked the foreman. 

“A poem, beginning, ‘Come, drink with 
me!’ ’—Chicago Daily News. 


> 
ApvERrtIsemMEnTs of cutlery should be keen 
and pointed. 
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THE AMERICAN NEWS COMPANY 
OUTSIDE OF NEW YORK CITY. 
By C. E, Swezey. 


It is an easier matter to-day to get a 
paper before the public than it was a 
few years ago. 

It is so simple now there is appar- 
ently no artin it, but it is this ap- 
parent simplicity that misleads hun- 
dreds of publishers and makes hun- 
dreds of others thoughtless and lazy. 
The American News Company can 
easily, and does every day, get publi- 
cations before the public a great deal 
cheaper and more thoroughly than a 
publisher could do it himself. Its 
work, however, ends there; it can’t 
make the public buy, as many a pub- 
lisker has found to his cost when it 
was too late. It will give its dealers 
all the advertising material that you 
may furnish, and on the whole a pub— 
lisher will get a good display if he 
uses judgment and sends out attractive 
material. Its method of doing busi- 
ness is on a commission basis, so much 
per hundred whether sold or not ; it 
prefers dving a non-returnable busi- 
ness ; but like everything else, that is 
amatter for the publisher to decide. 
It takes it for granted that a publisher 
knows his business better than it does 
and it followsinstructions to the letter. 

In every city in the United States 
of any importance it has a branch, 
and although each branch is run on an 
independent basis, it still is subjected 
to the ruleof the American and does 
its quota towards making a _publica- 
tion a success. The United States, 
however, is not the only field it covers. 
Canada has several branches, London, 
England, has some and Leipsic, Ger- 
many, hasone. It owns about twenty 
buildings, rents between forty-five and 
fifty more, and does business ia 
twenty-five more. Its operating ex- 
penses are nearly three miilions of dol- 
lars per annum and it does a business 
of close on to thirty millions in the 
same period of time. 

The Union News Company, by 


‘many people thought to be an inde- 


pendent concern, is only a branch of 
the American, and yet it is the largest 
undertaking of its kind in the world. 
The neat little sum of twelve hundréd 
dollars and more per day is paid by it 
for the privilege of selling papers on 
our railroads throughout the country. 
Its hundreds of stands are always at 
the disposal of any publisher who has 


an attractive poster to display, and 
they are so situated that thousands upon 
thousands of people can see them 
every day. Nocharge is made for dis- 
playing posters or other advertising 
material; like the home company, 
everything is done for the benefit of 
the publisher that can possibly be 
done. The American draws the line 
at sample copies, however, owing to 
the fact that dealers will return them 
and try to defraudthe publisher out of 
the price for them. The company 
would not suffer, and knowing this, 
dealers take advantage of it and re- 
turn as many as they can. 

One practice that the American is 
always preaching is for dealers to keep 
an open account, thereby allowing the 
company to send to them any new 
publications that may ‘‘come out.” 
It isa grand thing for the publisher, 
for it makes it that much easier for 
him to get his paper placed on stands 
and in stores and booths that he other- 
wise would be at more or less expense 
to accomplish. It means a great deal 
of extra work, though, for the com- 
pany, and also additional expense. 

Throughout the country it has near- 
ly twenty five thousand dealers to 
whom it furnishes papers of all kinds, 
and in conjunction with its idea of 
open accounts, it is only necessary to 
give each dealer four copies to exhaust 
an edition of one hundred thousand. 

Practically speaking, with all of this 
vast machinery at one’s command, 
there should be no limit to circulation 
if the publication is at all worthy of 
success. The home office will readily 
furnish letters of introduction to its 
various managers in the different cities, 
and every manager will give his per- 
sonal attention to you and help you 
in every way conceivable. It is to 
his advantage to do so, for the more 
he does the more he is thought of at 
the ‘‘home” office, and the one per- 
son who should avail himself of this 
opportunity, so as to do his advertising 
patrons justice, is the publisher. 


—— 
A HEAVY BLOW. 
Devoted Wife—Mercy! What’s the matter? 
Struggling Author (with a gasp)—It’s all 
over, all over! My dream of and for- 
tune has ended ! I’ll be nothing but a nobody. 
Devoted Wife—Horrors ! What has hap- 
pened to your book? 
Struggling Author (despairingly)--The post- 
master-general has refused to suppress it.— 
N.Y. Weekly. 


oo 
A numaN being with a settled purpose must 
accomplish it.--L)’Jsrae/i. 
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CARRIES 


More Paid 


Advertising 


Than any Evening Paper in New York 


You Know why, 
of course; 

it brings results. 
No driftwood. 











Every reader is a purchaser. 


203 BROADWAY, NEW YORK. 
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WHAT SOME PUBLISHERS ASSERT. 


‘* said in my haste all men are ars." —Psalm cxvi., Ul. 


The 


paragraphs in this department are inserted without any charge or 


payment. A publisher who has a good story is invited to tell it as tersely as 
he can, setting up the most substantial claim he habitually uses to influence 


advertisers. Although a publisher need not necessarily refer to any pape’ 
his own, there will be no objections to comparisons. 
sends is published as coming FRoM HIM. 
paper all he likes, for what is wanted is what can be said in its favor. 


r but 
What the publisher 
It is his privilege to praise his own 
What 


he does say, however, ought to be true—adsolutely. 


COLORADO. 

Hot Sulphur Springs (Col.) Middle Park 
Times (2).—Is the oldest, largest and widest 
read weekly newspaper in Northwestern 
Colorado, Its patrons are ranchmen, stock- 
growers and miners—men who have money 
and brains, both of which they employ. 


CONNECTICUT. 
Danielson (Conn.) Windham Co. Tran- 
arige ().— Has the distinction of being one 
of the best country newspapers in New Eng- 
land, and its character and circulation make 
it a valuable medium for advertisers. 

Middletown (Conn.) Penny Press (1).—Has 
the largesr circulation of any inland daily in 
the State of Connecticut. 

New IIaven (Conn.) Register (1).—The 
Regier Gmy, Sunday and Weekly) reaches 
the wealth and intelligence of this prosperous 
county. Circulation equal to all two-cent 
papers combined. 

DELAWARE. 

Harrington (Del.) Delaware Record (2).— 
Our 1,200 a week actual circulation among 
the farmers of Delaware is an item you can 
not afford to ignore. 


FLORIDA. 

Starke (Fla.) Bradford Co, Telegraph (1). 
—The oldest established, largest circulated 
and best advertising medium in this section. 

IOWA. 

Waterloo (Ia.) Creamery Yournal (2).—I 
think it isa good paper for commission mer- 
chants (who want butter), for creamery sup- 
ply concerns, salt companies, makers of type- 
writers, engines and lithographers. Its cir- 
culation is exclusively among creamery man- 
agers and butter makers, not farmers who 
are simply dairymen, but among manufactur- 
ers of butter in a wholesale way. I have 
published the Creamery YFourna/ eight years 
and printers say it is a handsome trade jour- 
nal. 


KANSAS. 
Manhattan (Kan.) Nationalist Owe 
been for years the official paper of Riley 
County and the city of Manhattan. Hasen- 
joyed the confidence and esteem of the peoplc 
for years, and circulates largely among the 
leading citizens of the county. 

Topeka (Kan.) Advocate and News (2).— 
The largest and most prosperous weekly in 
Kansas. 

MASSACHUSETTS, 

Holyoke (Mass.) 7Transcrift (1).—The 
Transcript is the leading paper of Holyoke, 
and has a larger circulation than all other 





EXPLANATIONS. 

(1) From ted matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of a cape 

ng 


a either as advertising or 

matter. 
4) By word of mouth by a representative 
the paper. 


12. 


Holyoke publicati r Holyoke’s 
pay roll over a milliona month. The 7ran- 
scrift reaches every dollar. Circulation, 
daily average, 1896, 6,140, Guaranteed, 
proved, sworn. 

Orange (Mass.) EZnferprise (1).—The 
largest circulation of any paper in the 
county with a single exception. 


MICHIGAN. 

Detroit (Mich,) Journal (t).—No advertis- 
er, either | or general, who has good, 
honest goods to sell, can afford to ignore the 
twenty-five thousand families who read the 
Detroit /ournad six days a week for fifty-two 
weeks in the year. 

Grand Marais (Mich.) Leader (2).—The 
only Republican paper in Grand Marais, and 
is the i i in Alger 





t advertising medium in 

County. It is but little more than a yearo d, 

but is “‘ getting there with both feet.” 
MISSOURI. 

Columbia (Mo.) Heradd (1).—Has the larg- 
est paid-in-advance circulation of any dis- 
tinctively weekly newspaper in Missouri. It 
carries no deadheads, Every subscriber pays 
in advance and no paper is sent beyond the 
time paid for. A newspaper of this sort, 
which offers no chromos or gift schemes for 
subscribers, which has no delinquents, which 
is taken solely on its merits, appeals alike to 
readers and advertisers. It covers the field. 
It reaches ey every home in Boone 
County. The business man who wishes to 
speak to Boone County people, the reader 
who wishes to hear from Boone County, need 
not go elsewhere. Paid-in-advance circula- 
tion 3,070, 

Rockport (Mo.) Atchison Co. Mail (2).— 
Published at the county seat of one of the 
best agricultural counties in Missouri and 
has a guaranteed circulation of over 3,000. 
We now have sworn statements to this effect 
in the hands of Remington Bros. and Dauchy 
& Co. for publication in their 1898 direct- 
ories. 

St. Louis (Mo.) Our Young Folks (1).— 
Circulation 20,000. 

Se. Louis (Mo.) Star (x).—Every evening 
—— the week and Sunday morning. Guar- 
ant circulation—daily, 65,000; Sunday, 
68,000, 

NEW HAMPSHIRE. 

Concord (N. H.) Evening Monitor (1).— 

Circulation: Monitor, 3,000: Statesman, 


10,000. 

Lancaster (N. H.) Coos Co. Democrat (1). 
—The only Democratic newspaper and the 
largest circulation in Coos County, 

‘ortsmouth (N. H.) Herald (1).—Largest 
circulation in Southern New Hampshire. 
NEW YORK. 

Albany (N. Y.) Press and Knickerbocker 
(1).—The Press and Knickerbocker and Sun- 
pS Press are delivered at more homes than 
all the other Albany daily papers combined. 

New York (N. Y.) Collier’s Weekly (1).— 
We have now a larger circulation than any 

















weekly published in America. The total 
output for the edition of January 20, 1898, 
was 86,096 copies; of this number 81,524 were 
paying subscribers. 

New York (N.Y.) Jewelers’ Circular and 
E lor alegingh Review (1), —Largest circulation 
of all the jewelry publications—oldest publi- 
ation devoted to the jewelry and kindred 
trades, ; 

New York (N.Y.) Modes (2).—We are mail- 
ing to subscribers 150,000 every month. 

Rochester (N. Y.) Green’s Fruit Grower 
1).—Is devoted to all the branches of horti- 

ilture, and has a large clientage in every 
State and Territory. Since it has a depart- 
ment for women, also one for poultry, and a 
health department, our paper appeals to every 
nember of the family and is often retained 
for reference, 


OHIO. 

Akron (Ohio) Beacon Journal (1).—If you 
should drop into Akron, Ohio, there is oy 
one paper you would hear the people tal 
:bout, and that is the Beacon Journal. The 
ay they couldn’t keep house without it. Is 
itany wonder then, that we have aguaranteed 
paid subscription list, daily, exceeding 6,000? 

backed up by affidavit. 

Cincinnati 0.) Christian Leader (1).—Ha;s 
i growing circulation, and goes to a class of 
veople that are not reached by any other 


paper. 

Cleveland (O.) Leader (1).—The Leader's 
field includes the northern half of Ohio and 
portions of Pennsylvania, New York, In- 
diana and Michigan. It comprises in the 
main Cuyahoga County (Cleveland) and the 
four tiers of counties surrounding it, includ- 
ing the far-famed “Western Reserve” en- 
tire. The Leader is a thorough-going, wide- 
awake Republican newspaper, that spares 
neither effort nor expense to give its readers 
the best attainable service. It is the leading 
Republican newspaper of Ohio, and influ- 
ential in National affairs as well. Itis pub- 
lished in a field overwhelmingly Republican, 
and while it looks to that party for its con- 
stituency, its news service, through its own 
bureaus at Washington and Columbus, and 
an abundant special service, is so much more 
complete, so much more varied and wide- 
spread than that of its contemporaries, as to 
make the Leader, through some one, at 
least, of its editions, a welcome guest at 
every fireside. Its opportunity and its efforts 
have together given the several editions of 
the Leader a combined circulation of over 
100,000 copies. Its largest patrons rank the 
Leader in advertising value above all other 
Cleveland papers combined, 

PENNSYLVANIA. 

Philadelphia (¥a.) Recorder (2).—The 
official organ of the Supreme Ruling of the 
Fraternal Mystic Circle,a prosperous fra- 
ternal organization. We issue from 12,000 to 
20,000 copies of the Recorder every month— 
never less than 12,000 copies. As the Fra- 
ternal Mystic Circle is made up of both men 
and women, most of whom are heads of 
families, and as the Recorder contains the 
official calls for assessments and all other 
official matters in regard to the Order, you 
can readily understand that it isa splendid 
advertising medium. 

Pittsburg (Pa.) News (t).—The circulation 
of the Dazly News during 1897 amounted to 
19,233 copies daily. The daily average circu- 
lation of the Datly News for the month of 
January was 23,655. 

Pittsbur, (Pa) Volksfreund (2).—Is the 
oldest weekly newspaper published in the 
Hebrew language in the United States out- 
side of New York City, and has the largest 
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circulation of any x published in that 
language outside of New Pork City. It is 
read in the family circle and reaches a class 
of people that can not reached by a 
medium printed in any other language. 

Reading (Pa.) Eag/e (t).—The average cir- 
culation for one year, en January 1, 1898, 
was 13,214 copies aday. This is 629 copies a 
day above high-water mark for any previous 
year. This circulation statement is made 
the basis of advertising contracts. 

Reading (Pa.) //eradd (2).—It is easily the 
most important and best circulating morning 
paper in town, and among the six has only 
one, the Zag/e, that rivals it. 

Williamsport (Pa.) Grit (1).—Circulates 
80,000 copies in Pennsylvania and other States 
east of the Rocky Mountains. Advertisers 
desirous of reaching the rich oil, mining and 
lumber regions of Pennsylvania can not af- 
ford to ignore this big weekly. About two- 
thirds of Gr##’s circulation is in this State 
and in that prosperous section lying north and 
west of | eae tay vy east of Pittsburg and 
Erie. The other third is distributed in other 
States east of the Rocky Mountains. Adver- 
tising in Grit is not a duplication in any 
sense of the word, as this paper occupies 
principally a field peculiarly its own. Dailies 
do not interfere withit. Being the only big, 
progressive newspaper, and printing the news 
of the smaller cities and towns in the interior 
of the State, gives it adv not p d 
by fe A other publication. 

York (Pa.) Daily (1).—Daily circulation, 
3,700; weekly circulation, 5,500. 

RHODE ISLAND. 
Providence (R. 1.) News (1).—Only Re- 
ublican paper in a Republican capital of a 
epublican State. Key to the homes in a 
ee A. over ey population. 
esterly (R. 1.) Sus (3).—The month of 
January, 1898, has shown that the Sum is ap- 
reciated by both readers and advertisers. 
he total circulation for the month has been 
88,717, an average daily circulation of over 
3.412 complete copies of eight pages. 


SOUTH DAKOTA. 

Aberdeen (S. D.) Dakota Ruralist (1).— 
Has more farm readers and the largest paid 
list of any paper in the State. 

TENNESSEE. 

Knoxville (Tenn.) Evening Sentinel (2).— 
Gomme P. Rowell & Co., in their Directory, 
give the Sentine/ the la: t circulation of any 
per in the First and ond Congressional 
stricts of Tennessee. Since Geeober tr, 
1897 (a change of ownership and management 
occured on that date) over 500 new subscrib- 
ers have been added to the Sentinel’s sub- 
scription list in Knoxville and suburbs. The 
Sentinel now contends it has as many sub- 
scribers in Knoxville and suburbs as both 
morning papers — in Knoxville, or 
twice as many in Knoxville and suburbs as 
either of them. 


TEXAS. 

Austin (Tex.) EAvening News (1).—Our 
sworn circulation statement for the past year 
shows our circulation has averaged 2,639 
copies a 4 

allas (Tex.) Texas Baptist and Herald 
(x).—Circulation over 15,000 copies weekly, 
representing a reading circulation of at least 
100,0c00—all in Texas and the Territories. 

Dallas (Tex.) Texas Stock and Farm Jour- 
nail (2).—The Yournail now has a sworn cir- 
culation of 12,000 copies per week. 

Houston (Tex.) 7rans-Mississippi Presby- 
terian (2).—The only Presbyterian church 





“5 


paper published west of the Mississippi and 
south of the Missouri rivers. It is for the 
synods of Mi i, Arkansas Texas. 
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IN THEATER PROGRAMMES. 


Advertising on theatrical programmes 
in the United States is practically con- 
trolled by Mr. Frank V. Strauss, of 
108-114 Wooster Street, Manhattan, 
New York City. Mr. Strauss has 
under his wing the programmes of 250 
selected theaters, asserted to embrace 
the principal playhouses in all impor- 
tant cities, and to have a circulation of 
over 400,000 copies daily. Forty-five of 
these programmes are printed in Mr. 
Strauss’ own establishment. He has 
recently issued, under the title ‘‘Things 
Shakespeare Never Dreamt Of,’’ an 
attractive pamphlet making a plea for 
advertising in the medium he repre- 
sents. The book is interesting as 
showing all that can b« said for pro- 
gramme advertising by its most earnest 
advocate, and for that reason is repro- 
duced here almost in its entirety : 

THE EVOLUTION OF THE THEATER’ PROGRAMME. 

The evolution of the programme can be 
consistently compared with the progress made 
in all branches of commerce and trade dur- 
ing the latter part of the nineteenth century. 
A number of years ago it was a crude dis- 
pay: badly printed, poorly stocked, and pub- 
ished under the auspices of men without en- 
terprise or capital—the victim of mismanage- 
ment throughout. F 

Gradually, with the establishment of the 
theater itself, it has become an important 
factor, until to-day it ranks highest in value 
as an advertising medium. reason for 
this improvement in so short a period can be 
easily traced. Methods have entirely chang- 
ed, system has taken the place of mismanage- 
ment. A glance through the we 
splendidly organized offices of Frank V. 
Strauss, the prominent pola of pro- 
grammes for this city and elsewhere, proves 
this fact. The large building, 108, r1o, r12 
and 114 Wooster street, is devoted solely to 
the purpose of printing these programmes, a 
force of 150 men being constantly employed 
at this work. Twenty large, up-to-date 
printing presses are required to turn out this 
enormous product daily, and the paper con- 
sumed is sufficient to keep a small-sized 
paper mill running steadily. An interesting 
and important feature of this establishment 
is the bindery and delivery rooms, especiall 
in the evenings, when the theaters get their 
supply of programmes. The activity dis- 
played and system employed are as obvious 
as they are neccessary. hus it is that the 
a ve prograinmes published by Frank 
V. Strauss are attractive by virtue of their 
excellence in printing, paper and typography, 
which is “7 possible in a vast manufactory 
of this kind, and that the programmes dis- 
tributed in these forty-five theaters daily 
command the attention of the advertising 
world at large. 

THE ONLY CIKCULATION GUARANTEED BY LAW. 

The enormous circulation of the programme 
is easily proven. You can deduct your own 
conclusions from the wee he forty- 
five houses above referred to have a seating 


capacty of from 8co to 2,000, and the perform- 

ances at each theater vary from eight to 

twelve each week, or an average of ten, show- 

ing an attendance of over 600,000 weekly. 
are figures, and they are facts. 


The difficulty of establishing the dona fide 
circulation of newspapers, magazines and 
periodicals of a like nature, lies in the fact 
that, although the number printed may be 
known, there is no way of ascertaining how 
many have actual readers. Recollect, it is 
not the number printed, but the number cir- 
culated that benefits the advertiser. It is 
entirely different with the theater programme, 
as the law of the State of New York requires 
that the owner or manager of each theater 
shall cause to be placed in the hands of each 
and every person entering its door a printed 
diagram or plan of the theater, showing the 
exits to fire escapes and other information 
relative thereto. This diagram is placed 
only in the theater programme; and as the 
law of the State requires that every person 
attending the play shall have a diagram, and 
the programme is the only means of trans- 
mitting the same, it is absolutely certain that 
if half a million persons attend the theaters 
each week, half a million programmes must 
be published and distributed. There is no 
other medium in existence where the law of 
the State proves the circulation to the ad- 
vertiser. All advertisers, whether experi- 
enced or otherwise, know the value of 
guaranteed circulations and the worthless- 
ness of circulations which can not be proven. 
No one can ask any better guarantee for a 
circulation than that of the law of a State. 

THE VALUE TO THE READER. 

It is argued that, the more a reader pays 
for the publication he reads, the more 
valuable as considers it, and the better ad- 
vertising medium it is. Thus a leading morn- 
ing paper claims that their publication is a 
better advertising medium, because it costs 
three cents a copy,than the paper which 
costs but onecent. If this be the case, how 
much more valuable is programme advertis- 
ing. The programme is very necessary to 
the play. The play, without the programme, 
would lose considerable of its attractiveness. 
The theater-goer practically pays the price 
of his seat for the programme, one being 
necessary to the other, the programme being 
the only tangible piece of property which the 
theater-goer gets. It should Be a much more 
valuable advertising medium in proportion to 
its large circulation than any newspaper. 
Then, again, the circulation of the theater 
programme is much superior to the circulation 
of any newspaper, as there is absolutely no 
way of securing programmes without seeing 
the play. There are no coupon schemes by 
which one person can Brac wont 20,000 pro- 
—. to be destroyed after the coupons 

ave been cut therefrom. Each copy must 
have its individual reader. In further testi- 
mony of the value of the programme as an 
advertising medium can be added the fact 
that in foreign countries a price is placed 
upon the theater programme, and paid by 
the theater-goer. This practiceis contrary to 
the spirit of American institutions. 

THE ADVERTISEMENTS THAT MEN READ. 

Did it ever occur to you how few men read 
the advertisements in the newspapers, and 
why this is? It is because the newspapers 
contain so much news, and men are generally 
so busy that gy | do not have time to read 
advertisements. It is very different with the 
theater programme. Before the performance, 
between the acts, while in their seats or in 
the smoking-room, men study the advertise- 
ments in the programmes, because there is 
very little else of interest besides the cast of 
the play to read. The information relative 
to the play itself is followed closely and 
referred to constantly, bringing advertise- 
ments to the notice of the reader at all times. 

















The remainder of the time between the acts, 
etc., which takes up from thirty minutes to 
an hour, is occu ied in glancing over the ad- 
vertisements. It is very noticeable how 
generally men read the advertisements in 
theater programmes which they never notice 
elsewhere. Advertisements in theater pro- 
grammes also carry more weight than adver- 
tisements in the newspapers. The majority 
of the paperscontain so much of a sensational 
character in which business men place little 
or no reliance, that they likewise have but 
little confidence in the advertisements. In 
the programmes all is truthfulness. The 
cast of the play must tell exactly what the 
play is, who the actors and actresses are, and 
what they do. It contains no fiction or 
stories of any kind that would cast reflection 
upon the truthfulness of the advertisements. 
To sum up, the theater programme is acon- 
cise, emphatic, truthful exponent of a high- 
class advertising medium which men read 
and believe in. It carries weight and attracts 
attention wherever displayed. 

THE ADVERTISEMENTS THAT WOMEN READ. 

It has been said—and that, too, by our 
shrewdest advertisers—that the theatrical 
programme is the surest way of reaching 
women, They love the theater and all that 
relates thereto. Some read the daily press, 
some care for the periodicals, some confine 
their reading to books principally—but all 
read the theatrical programmes ; forit is safe 
to say that the theater-going habit amon; 
women of medium or fair means is universal. 
No article can be properly and effectively ad- 
vertised without their use. There will bea 
large percentage of women who never can be 
reached in any other fashior. The “ matinee 
girl,’’ for instance—and she is asmall fraction 
of all—and what a buying power she is! 
See her leave the theater, with her pro- 
gramme carefully looked after. For an ad- 
vertisement of interest to her sex nothing 
could be better, 

The programmes have carried for fourteen 
years, Fithout a single lapse, the advertise- 
ments of most of our iene Senses catering to 
the women. Are there many other mediums 
which have this to their credit? 

THE THEATER PROGRAMME GOES HOME. 

The convenient size and shape of the 
theater programme make it attractive to 
handle and preserve, and for that and other 
reasons it is more = ane carried home 
than a newspaper. The newspaper at best 
is an ungainly publication, awkward to 
handle, easily crumpled and presents an un- 
tidy appearance after having been once read. 
The pages of the programme are small and 
easily turned, and are comfortably held in 
the hand, whether seated in the theater, in 
the street car or in the parlor. It can readily 
be tucked in a gentleman’s pocket or a lady's 
muff. Nearly all ladies who attend the the- 
aters make a habit of preserving the pro- 
gramme for reference. hey frequently re- 
fresh their memory on points of interest rela- 
tive to the plays which they have seen, and 
disputes are often decided inthis way. These 
programmes in many instances remain in 
theome for months and years, being a con- 
stant reminder of the advertiser. heater 
programmes are thus of great interest years 
after being published, and prove a lasting 
value such as no other medium can justly 
claim, while the newspaper or magazine is 
generally cast aside without further notice, 

NOT ONE READER, BUT TEN. 

Where the theater programme is carried 
home, it is the means of reaching not only the 
person who saw the play, but all the family 
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and perhaps many friends, Around the par 
lor table they seat themselves, reading the 
cast, incidents of the play and other interest- 
ing matter contained therein, but more espe- 
cially the advertisements. There never was 
a newspaper published that, copy for copy, 
was so thoroughly read by so many people as 
the theater programme. When the cost and 
circulation are compared, it is found that 
more people can be reached for a reasonable 
sum of money through theater programmes 
than through any other class of mediums. 
Take circulation for circulation and dollar 
for dollar, and make comparison between the- 
ater programmes and any of the better class 
of newspapers,and you can easily see that 
more and a better class of people can be 
reached through the theater programmes for 
the same expenditure. We are willing to fig- 
ure it out for you on this basis, and to prove 
that it is to your advantage to use theater 
programmes in preference to other and less 
substantial publications. You will find them 
cheapest and best. 
THEATER PROGRAMMES REACH THE BUYERS. 
It is a well-known fact that New York City 
is the greatest city in the world, and that its 
theaters are among its most important insti- 
tutions. Therefore it stands to reason that 
the theater programme must reach a large 
number of the best people who seek amuse- 
ment of this kind. These patrons of the the- 
aters are also large purchasers of all varie- 
ties of goods, so the programmes must be a 
ood medium for reaching the buying classes. 
ft is also an acknowledged fact that more 
than 300,000 out of a are here at all 
times on vasious errands—generally, how- 
ever, to buy their needs. hey also visit 
the theaters, for it is the most pleasant way 
to pass an evening. Therefore it can be said 
that the programme doubles its value as an 
advertising medium, reaching the out of town 
as well as resident buyers. This can not be 
truly remarked of any other medium. 
— se ewer dae 


EYE AGAINST EAR. 

There is hardly anything more indicative 
of the artificiality of the age we live in than 
the somewhat supercilious attitude of some 
pseudo critics toward the growing use of 
pictures as a means of conveying instruction 
and information. They seem to lose sight of 
the important fact that pictures have always 
been man’s most direct method of expression, 
and that they are the universal language, or 
*Volapuk.”” Long before the dawn of writ- 
ten language the man of the stone age drew 
on bone and stone rude figures which con- 
veyed ‘o other men, no less rude, his ideas or 
his wants, and down to the time when print- 
ed speech became easy of comprehension to 
the people pictures remained the easiest 
mode of communication among the masses, 

Take the most ordinary presentation of 
the most ordinary thing, and try to represent 
in language what it conveys to the mind, and 
you will find that it takes many minutes to 
set dewn what the mind grasps Leous this fig- 
ure with the rapidity of the lightning flash. 

Following the theory of evolution, the fut- 
ure would seem to belong to the picture as 
against the written description, and with the 
cheapening of the means for pictorial produc- 
tion their use is bound to increase largely. 
The ideas of men as to those things which 
they see are apt to coincide much more 
closely than as to the ideas that are conveyed 
to them through their hearing: and advertis- 
ers are Sonal to discover, with increasing 
force, that their point of attack should be the 
optic rather than the aural nerve,—Diésplay 
Advertising. : 








ee 
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ORIGINAL METHODS NECESSARY. 


The business man who pursues orig- 
inal methods—anything out of the 
ordinary—is apt to make himself un- 
popular with those of his competitors 
who are satisfied to move along in 
the old rut. He is pretty certain to 
be accused of pursuing methods which 
are not legitimate, and there are always 
enough ready to prophesy that he will 
meet with speedy disaster. 

Frederick the Great made himself 
very unpopular—with those who op- 
posed him—because he disregarded 
what, up to this time, was recognized 
as the proper method of warfare. In 
those days two armies which intended 
to. fight arranged themselves on an 
open field, where everybody had a fair 
and even chance to kill everybody else, 
and one side seemed to feel in honor 
bound to wait until the other had a 
chance to make the best possible prep- 
aration to resist the attack. Frederick 
did not do things that way. He fought 
when it met his pleasure, and got his 
army out at all manner of unseemly 
hours to attack his foes, without giving 
them any notice of his intentions. He 
fell upon his enemies in mountain 
passes when they were not ready to 
successfully resist him. Hence his 
unpopularity—with his enemies. 

There are a good many people who 
have not yet learned to understand 
Frederick and his tactics. Every now 
and then, however, some one who does 
grasp the point, enters business and 
makes it exceedingly lively for his 
competitors, He stamps his individu- 
ality on every branch of his business, 
and manages to get trade which his 
slow-going competitors think belongs 
to them by right. 

Quite likely he pays cash for his 
goods and, by reason of the liberal dis- 


~ count he secures, he is enabled to sell 


goods at such prices as look ruinous to 
those who are not so wide awake. 

It is difficult to get people out of a 
rut. The fact of the matter is that the 
deeper the rut and the more it impedes 
progress, the less they seem inclined to 
accept assistance to level ground. 
The wise business man of to-day is 
the one . whe »fally» recognizes that 
methods aré changing and broadening 
under modern influences, and that he 
must accommodate himself to such 
changes. Another point worthy of 
note in this respect is that it is quite as 
difficult to retain success as to achieve 


it. The reason is that when once at- 
tained there seems to. be a natural dis- 

sition on the part of a good many to 

lieve that they can keep in advance 
simply by the momentum which they 
have acquired, forgetting that those 
behind have ever been increasing their 
speed and are not relaxing their efforts 
for a moment.—Facés, 


+o 
AN ADVERTISING STORY. 

The following story of the mayor of Falaise 
is related by the Boston Herald: 

It was dark in the streets of Falaise. 

The mayor ordered that every citizen 
should hang a lantern in front of his door. 

But still the streets were no lighter. 

Then the mayor swore an oath and issued 
a proclamation that the citizens should put 
candies in the lanterns, 

And still the streets were no lighter. 

Then the mayor swore a greater oath and 
issued a proclamation that the citizens should 
light the candles, 

Then the streets were lighter. 

A man once wished to make money. 

He secured a good store, 

He secured good goods. 

He secured good clerks. 

He made no money. 

Then he turned on his store the light of 
newspaper advertising and let the people 
know he was in business and why. He kept 
them in the dark no longer. 

hen he made money. 
——- —- 

ADVERTISEMENTS about investments should 
have plenty of interest. 


70 THINGS. 








We have successfully written and illus- 
trated advertising on the 70 subjects 
that follow. No matter whatthe sub- 
ject, our help is sought by the best ad- 
vertisers : 

















Advertising Agents, Insurance (Fire & Life), 
cetylene Gas. Leather, 
jaking Powders, Lumber, 
srick Laundry Machinery, 
lad lasters, 5 
siness Colleges,” Lawn Mowers 
su: 0! ‘ awn Mowers 
rick, Medicine (all diseases), 
- we rggeme™ 7 a ~ wong 
Bicycles and Tires, —— ewspapers, 
C t Renovator, Mi | ‘ollege, 
Coal and W: Mineral Water, 
Collars and Cuffs, Nurseries, 
Civil Service College, Nickel-in-Slot Machine, 
a Tea, ticians, 
‘orse’ os and Organs, 
Condensed Milk, Printers, 
Cereal Foods, Patent Attorneys, 
Chocolate, Paint, 
Cigars and Tobacco, Po > 
Dentifrices, Razors and Cutlery, 
st, Rubber Footwear, 
Dental “ml Real Estate, 
Distilled Water, Radiators, 
D ctants a rect Car Anvertising 
ec’ treet vi 4 
Embalming Fiuid, Suspensories, 
Electrical Supplies, Sterilizers, 
Furniture Fixtures, Shoe Manufacturers, 
] Man’fact’rers,Surety Company, 
Flags and Tents, B 
Fire Extinguisher, Tin Plates, 
trape Juice, pewemers, 
Hammers, a isky and Beer, 
al 8. 





otels, itches. 
MOSES & HELM, 

Writers and Illustrators of Good Ad- 

vertising, 111 Nassau St., N. Y, City. 

















ARRANGED BY STATES. 
GEORGIA. 
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5I 
CANADA, 


CADE advesticing is best done by THE 
ESBAKATS ADV, AGENCY, 








Niet -—4 FARMER, Athens, Ge. leading 

nN yu Boe oe blicat ion. Thrii 

people read it; 22,000 mon Covers Sou 
and ns * Advertising rates very low. 


KENTUCKY. 


WENSBORO INQUIRER, daily, Sunday and 
QO Twice-a- Week, publishes oety, news, fresher 











1 d is more extensively read than 
pe Der in Western Kem itucky. ees 
OHIO. 





T= yoURasn as SUNDAY NEWS offers 
if they haven’t got 

‘ treater in that of 100,000 people. 

Rates, 20c.inch. Address} 8, Young n, O. 


Displayed Advertisements. 
50 cents a line; recy @ page; 25 per cent 


extra for specified position—i/ granted. 
Must be handed in one week in advance. 


THE EVENING CALL 


LAFAYETTE, INDIAN. 





is the best daily newspaper in Se eica for the 
tise of the town. Itist ly handsome, 
accurate and reliable. Member Associated Press. 


bt ad. yh oe ey | ase 
han any otherevening r je 
beings roe It is read by all i cinseee. 








SOUTH CAROLINA. 
‘HE COLUMBIA REGISTER—daily and weekly 
is the only dail 


South Carolina 
giving @ sworn and i eirenlation state 


ment. (See Ayer’s Directory). It is the best 
family newspaper —— in the State. That’s 
why it pays to advertise in THE REGISTER. 


WASHINGTON. 


’ l ‘HE “P.-L.” 














GEA TTLE POST- ee 
, Largest circulation in the State 


WEST VIRGINIA. 


W aaa Lhe Hat Golly. On! nly, Engi 














The... 
Arizona Republican. 


Published every morning 
in the year at 
PHOENIX, ARIZONA. 


IS READ BY 30,000 PEOPLE 
EVERY DAY. 
For rates and general information con- 


cerning the Treasure Territory’s chief 
newspaper to 


H. D. LaCoste, Eastern Agent, 
38 Park Row, New York. 








@ 
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Leads the West 





Bradstreet’s annual report shows that at Spo- 
kane, Wash., the bank clearings in 1897 exceeded 
those in 1896 by 33 percent, the greatest growth 
experienced by a Western city. 





Table of 
Increases. 








San Francisco 


Bradstreet’s | Denver .......... 26 percent 
Salt Lake City.. 12.1 per cent 
Portland 


Spokane ‘ 
WEED vocevouces “10.3 per cent 


Cities. Increase. 
9.3 per cent 


18.1 per cent 








.. 11.5 per cent 

. 30.5 per cent 
6.4 per cent 
.833.0 per cent 








FISSSSSSSSSSSSSSSSS 





coa twice-a-weex SPOKESMAN-REVIEW 


FSFSSSSSSSSSSSSSIISIFIIGA 


Covers thoroughly Spokane and the surrounding country for 100 
miles in all directions. It is pre-eminently a home paper. 
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Writing 
KLONDIKE_ : Illustrating 


IS IN Printing 


I can improve most of the advertis- 


| ing matter before the public to-day. I 
CA NA DA am a practical printer of the old school, 
° besides having 16 years’ training in the 


display and writing of advertisements. 
I have had full charge of displaying all 
The Vancouver (B. C.) the advertising matter put out by the 
é . Gro. P. RowELL ADVERTISING Co. for 
Daily and Semi-Weekly = | years. I have had the opportunity of 
studying the best efforts of the most 
sac ul advertising experts in this 
W country. I have studied the alterations 
and corrections they have made to im- 

prove their work. 

" : F I have tried to benefit by all that I 
gives all the information as to have seen. I believe that today, I can 

° urn out as attractive and convincin 
routes, outfitting and how to an advertigementasany manintheland. 
Has ir. write, illustrate and print ets, 
get there. double the cir circulars and catalogues. No other 
culation of any other newspa- printer has gach excelent facilities tor 
: . turning out the most attractive of work. 
per published in the Northwest. Tam a ways ready to furnish samples 
Wri parti sam- = | of my work to people who mean busi- 
rite for culars and ness. Send me samples of what you 
ple copy. have done and I will tell honestly wheth- 

er [can improve on them or not. 





THE WORLD, 
Send your name and address fora FREE 
Vancouver, ;— ~ copy of my “ Special Postal Cc.d 
sical a Jor Business Men.” 
British Columbia. 











WM. JOHNSTON, 
Mi Printers’ Ink Press, 10 Spruce St., N.Y. 






























In West Virginia Business Is Thriving. 


A New York spacial to the Pittsburg Dis- 
atch says: ‘“‘Colonel R. A. Burt, of West 
irginia, one of the leading railroad men of 
his State, is the general manager of the Ohio 


River Railroad system and vice-president of 

two smaller roads.” PC ) 
He said to a Dispatch reporter: ‘Condi- THE OP’ RTUNITY 

tions never have been so good in West Vir- 

ginia asthey noware. Every one hasmoney, 

and the lroads can not haul all of the 


freight offered to them. 
AND 


DAILY, SUNDAY, WEEKLY. 


The only English Evening Paper in a City 
THE MEANS 6 0.6 of 40,000 and the Center of 250,000 oenaten, 
es covering, as it does, not only Wheeling, but 
the entire State, offers the means for adver- 

tisers to it by the above opportunity. 
The heeling Daily and Sunday 
News guarantees advertisers a circulation 
60 per cent greater than any other newspaper 

in West Me 
NEWS PUBLISHING CO., Proprietors. 







EASTERN OFFICE, 36 PARK ROW, NEW YORK, 
H. D. LA COSTE, Manacen. 






















Texasis the greatest State in the Union. 
There are over 300,000 Baptistsin Texas, 


THE 
TEXAS 
BAPTIST 
STANDARD 


is their chief denominational medium. 
The STANDARD has the largest circula- 
tion of any religious paper published in 
the Southern States. 
The following affidavit proves that 


fact: 
co, TEXas, February 3, 1897. 
To WHom In May’ CONCERN : 

This certifies that the smallest number of 
complete copies of the TEXAS BaPTIST STAND 
a during any week of 189% was 
21 

J. B. CRANFILL. Proprietor. 
(Seal.) t M. HamILron, Pressman. 
iT. CLAIR LAWRENCE, Mailing Clerk 
ne. -+.- and sworn to before me “Clair 
B. Cranfill, T. M. Hamilton and 8t. Clair 
Lawrence, this 3rd day of February, 1 


Jno. T. BATTLE, 

Notary Public, McLennan Co., Texas. 
Advertising rates are reasonable. 
Write tothe Texas Baptist Stand- 

ard, Waco, Texas, for sample copy 
and rate card. 





The Trov 
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| ONE TRIAL BRINGS RESULTS. 


HARTFORD 
TIMES 


with its circulation of 


15,000 Daily and 


will takecare of Connecticut 
for you. 

The Times is recognized as 
the best advertising medium 
in Southern New England. 

When figured in propor- 
tion to actual circulation, 
The Times’ advertising rates 
are 50 per cent lower than 
any other Hartford paper. 


Send fur Sample Address 
Copy THE TIMES, 
and Rate HARTFORD, 





7,700 Semi-Weekly 

































Record 


TROY, N. Y. 


“All the News 
Worth Reading.” 


Best for the reader. 
Best for the advertiser. 


Always First. 


























S the NICKELL MAGAZINE 

on your list for ’98? The only 
Five-Cent Illustrated Magazine in 
America, and a great advertising 
medium, For rates and sample 
copies, address 

NICKELL MAGAZINE, 

4 Alden Street, Boston, Mass. 


New York Office, 800 Temple Court 





















PERETTI TILE 
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It’s °49 
Over Again. 


“The days of old and days of 
gold” are being duplicated in 


the Klondike. 


Seattle 


Is the gateway to Alaska and 


the Klondike and 


Seattle 


Is to-day the busiest and most | | 


prosperous city in America. 


Seattle 


People, from laborer to mer- 


chant, are making and spending 


money. 


Seattle 


Is a wonderful field for adver- 
tising and its great advertising 


medium is 


The Seattle 
Post-Intelligencer. 


George U. Piper, 
Business Manager. 


S. P.. Weston, 


In Charge of Advertising. 


A. Frank Richardson, 
New York and Chicago, 
Special Eastern Representative. 








HE Greatest 
Home Paper 


In this section of the Empire 
State, and the most carefully 
read, therefore the best advertis- 


ing medium, is 


The Argus 


PUBLISHED AT 


ALBANY, N.Y. 





Dependence is placed on every- 
thing appearing in its columns. 
Good results guaranteed. 


JAMES C. FARRELL, 


Manager. 














IN ALL 
AMERICA 


having as large a guaranteed circula- 
tion as Farm-Poultry. In all the 
Northeastern States, New York, New 
Jersey, Pennsylvania and the six New 
England States, it has the highest rat- 
ing of any paper devoted to live stock ; 
$ in New England it equals the combined 
> circulation of allsuch. The poultry 

raising indastry is now yielding re- 
turns than any otherfarm ‘uct. 
Statistics prove this statement. Farm- 
Poultry hasa larger circulation,a great- 
er influence, and more well-to-do readers 
among this class than any other poultry 
paperin all the world. Itssubscribers 
are heads of families, mostly women. 
Every subscription is paid in advance. 
Therefore advertisers in 


FARM-POULTRY 


get results. It will pay any advertiser 
who wishes to reach families who, have 
money to spend. Sample copy and rate 
card will be sent on application to 


I. $. JOHNSON & CO., 





22 Custom House St., Boston, Mass. 


reeves Abbbbbbbbhsbhbsbbbbsbsbhrbsbbsbhebhhhd 


4 
there are only seven semi-monthly pees 3 
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IOWA» - 
GOT THE 
FACTORY. 


mrievise, At anda ai 
employin s, ad- 
vertised - in an agent at 
Webster City, Iowa, for a 


location in Iowa. The agent 
placed the WanT AD in the 


DAILY IOWA 


CAPITAL 


The ad appeared six times. 


(2 The postmaster at Webster 
City forwarded eighty-seven re- 
plies to that ad to the Cleveland 
concern. This means that some 
pretty people in eighty-sev- 
en towns of the State read 
the CAPITAL. That’s just one 
instance. We've got loads of 
such facts. 


DAILY IOWA CAPITAL, 
Des Moines, lowa. 
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Agent's Gude 


NEW YORK 








Circulates everywhere. 

Published nine years. 

None better for Agents 
or Mail Orders. 


Rates, 50c. a Line. 


Forms close 25th. 

Put AGENT’s GUIDE on 
your list.—Paper on file 
at all agencies.—Sample 
copy on request. 


AGENT’S GUIDE, 
NEW YORK: 


P. O. Box 434, 





iA AG 








EE Gay 


‘Stands on 
lts Own 
Merit — 


and has been 
doing it for half a century. 
It is the medium through 
which to reach the people 
of the Missouri and Missis- 
sippi valleys. 


A Legitimate 
Farm and 
Live Stock Paper 


subscribed for 
and paid for by its sub- 
scribers for its intrinsic 
worth and not for a Sew- 
ing Machine Coupon, 
Seeds, Buggy or Merchan- 
dise, with the paper thrown 


In, 
&* 


We sell our advertising 
space at a fair price, and 
in keeping with our circu- 
lation. 


Rates and sample copy 
free upon application. 


Colman’s 
Rural World, 











acing 
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‘A Nugget of Cold 


Ts valuable, but-the géheral advertiser who obtains access to 
Seven Hundred ‘Thousand. American homes through afi an- 
nouncement in Lane’s List of Five Family Papers has greater 
value. ‘They reach the actual mail buyers, the cost is small, 
enormous circulation considered, and they bring rich results. 
Send an order through your agent or write for particulars. 





= 

















LANE’S LIST, Inc., Augusta, Maine. 





AS STAPLE AS WHEAT. 


has won its way in spite of all competition, and 
solely by force of its sterling merit. Its circula- 
tion has never depended +. <~ boom ” advertis- 
ing. Its circle of warm friends is larger than 
that of any other Western ine. 
fi Ninety per cent of its su i 


regularly renew at the end of the 
®vyeur. Twelfth year of publication. 
Read everywhere, not only by lovers 
of Field Sports, but by every one who 


has a fancy for bright, clean literature which educates and « nnobles while it en- 
tertains. A magazine wort y of a plicein every home; which is read by the en- 
tire family and is in constant demand among your borrowing neighbors. An ad- 
vertisement in our pages is invariably a paying investment. Such is the verdict 
of our patrons, as documents in our possession will prove. Write for sample copy 
and advertising rates. Local Agents wanted in every town and neighborhood. 


SPORTS AFIELD, 358 Dearborn St., CHICAGO, ILL. 


Agricultural 
Advertisers reac: 
25,000 Farmers 


In the State of Maine, every week, through the 


WEEKLY COMMERCIAL 
FARMER AND VILLAGER 


and can cover thoroughly a growing territory twice the area of Mas- 
sachusetts by using this paper alone. It is the best farmers’ paper in 
the State, and has a paid circulation exceeding 25,000 copies weekly, 
guaranteed by The Advertisers’ Guarantee Company, of Chicago. 


J. P. BASS & CO., Publishers, BANGOR, ME. 
PERRY LUKENS, Jr., N. Y. Representative, 29 Tribune Bidg., N.Y. 
mee ee ee 
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Makes an honest pub- 
lisher disgusted. 


Office of 
GRANITE STATE FREE PRESS, 
E. H. CHENEY. 
H. M. CHENEY, Business Manager. | 


$1.25 a Year. 
LEBANON, N. H., Jan. 10, 1898. 


Messrs. Gro. P. Roweti & Co., 
Publishers American Newspaper Directory, 
10 Spruce Street, New York. 

Gentlemen—The actual number of ‘complete 
copies of the GRANITE STATE FREE Press, of Leba- 
non, N.H., printed and circulated for the year 1897 
(spoiled and returned copies not counted) was 
71,477. The circulation of each of the 53 issues of 
the year is shown by inclosure I make with this let- 
ter, giving the average for each week, by actual 
count, to be 1,348%. 

This statement is made in good faith, for your 
information and use in your Directory. 

It makes an honest publisher disgusted to hear 
the complaints from some quarters that accurate rat- 
ings can not be obtained in your Directory. I have 
never bought a cent’s worth of your advertising 
space, yet you have always faithfully told my honest 
and truthful story of my circulation. It’s the easiest 
thing imaginable to comply with your rules, and 
there is no excuse for any honest man failing to get 
proper rating save as he may decline to give sub- 
stantial facts. 


Respectfully, 
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Pitdoed:! | Out. 


The largest advertisers can not use 


all the good newspaper space that is 
offered to them; they must pick out 
the comparatively few papers which 
they consider the very best for their 
purpose ; they skim off the cream of 
the cream. ‘This class of advertisers 
diligently peruse Printers Inx_be- 
cause they know that only papers 
worthy of their attention are advertised 
in its pages. Unless your paper has un- 
doubted claims upon their considera- 
tion, it would hardly pay for you to 
advertise in Printers’ Ink, and its pub- 
lishers would prefer you did not; but 
if your paper has such claims, the 
announcement of them in  PRrinTERs’ 
Inx is the most profitable form of adver- 


tising for you. Very profitable indeed. 























PRINTERS’ INK. 59 


One reason why it 
pays a good paper so 
well to advertise in 
«Printers’ Ink” is because 
a paper has to have a 
pretty substantial claim 
to being a good paper 
or Printers’ Ink” will 
not accept its advertise- 
ment. Now you come 
to think of it, did you 
ever know a poor pa- 
per to be advertised in 


‘sPrinters’ Inke” 
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°€ Two heads aré better than one.** 


The very first piece of printed matter 
we sent out to advertise our own business was 
a success. And yet it was a very modest pro- 
duction. ‘Two colors, black and red, on white 
paper. Nothing ornamental about it, but it 
seemed to take well. Some of our friends took 
the trouble to write us their opinions: 


“Good! Best thing of the kind I have seen 
in a long time.” 


(The man who said this is at the head of one of the largest 
soap concerns in the world, and his opinion is worth some- 
thing) 

“ Yours is a bang-up circular.” 


(Wish we could print the name of the Baking Powder 
man who said that) 


“© Neat and characteristic” 


(If we told who wrote that you’d remember it every time 
you used a certain Dentrifice ) 


“It is fine. My congratulations’ 
(A big advertising agent, and a good one, said this) 
“ Excellent! I think those black heads are 
great” 
(And he knows what is good) 
All of which goes to prove that it isn’t always 
the cost of getting anything up which makes it 
effective; it’s the idea, and the way the idea is 
brought out 
A postal—if you'd like a copy of the circular 


The Gibbs 
& Williams Co 


Fine Lithographic Work 
Neat Attractive Printing 
Clever Designing 


183 William St N Y 
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THE LAST DAYT 





Plan of Publication sf ii of the March Edition 
of the —— 
American Newspaper Directory for 1898. 


DecEMBER 15. Submitted proofs for correction to all papers credited with 
regular issues of a thousand copies or more. 

January 15. Revision commenced, beginning with Part I., Catalogue by 
States. Correctionscan not be promised after January 15. 


January 31. Revision Complete. 





The forms go to press on the dates named below, and are closed three 
days earlier ; 
Fesrvary 1. To and including California, 
2. ‘To and including Idaho. 
. Toand including Illinois, 
4. To and including Iowa. 
5. Toand including Kentucky. 
7. To and including Massachusetts, 
8. To and including Minnesota, 
g- To and including Nebraska. 
10. To and including New York State, 
11. To and including Ohio. 
14. To and including Pennsyivania, 
15. To and including Tennessee, 
16. To and including Washington. 
17. To and including Ontario. 
18. Part II. (over 1,000 circulation). To and including Indiana. 
be Part II. To and including Ohio. 

Remainder of Part [I., all of Part III, (Sunday Newspapers) 
and Past. IV, (Class Publications), Religion, Religious Societies, Bduca- 
tion, Household, Matrimonial, Music and Drama, Sporting, Temperance 
and Prohibition, Woman Suffrage, Dentistry, History and Biography, Law. 

FEBRUARY 23. Part IV. (concluded), Medicine and Surgery, Numismatics, 
Philately and Antiques, Scientific Publications, Sanitation and Hygiene, 
Army and Navy, G. A. R. and Kindred Societies, Labor, Fraternal Or- 
ganizations and gon ae Societies, Agriculture, Live Stock and Kin- 
dred Industries; all other classes of Arts and Industries and Foreign Lan- 


guages, 
FEBRUARY 24. All sheets delivered at the bindery. 
MarcH 1. A copy of the Directory shipped to each subscriber. 





Advertisements in position will be. taken until 
three days before the form for the particular portion 
is put to press. Advertisements to go in the back 
of the book can be taken as late as February 19. | 








Address communications to 


Epiror AMERICAN NEWSPAPER DIRECTORY, : 
No. 10 Spruce STREET, New York 
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me CNL ¥.scrtootors NEWS one 


is, indisputably, 


THE COUNTRY 
GENTLEMAN. 


That is to say, it is the only periodical published that gives the 
Agricultural News of the day with any degree of system, accuracy 


and fullness ; 
AND THEREFORE 


Its constituency consists everywhere of the most intelligent, 
brightest, most up-to-date class of persons interested in country or 
suburban life—people that no other agricultural periodical touches. 


AS TO QUANTITY OF CIRCULATION. 


It publishes many more “Want Ads” than ai/ 
other agricultural papers combined. You doubtless 
know what a “Want Ad” circulation must be 


and always ts ? 


Paper, illustrations, typography, greatly supe- 
rior to those of any other periodical of its class. 
Please send for a specimen copy, and see. 


One insertion, 40 cents per line, 
$5.60 per inch. 

Discounts for Continuance. 

Subscription price, $2. 


Twenty large pages weekly. 

Advertisements tastefully set and 
carefully classified. 

Nothing objectionable taken. 


LUTHER TUCKER & SON, PUBLISHERS, ALBANY, N. Y. 
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We’re from Missouri 
and We Show You! 


A purchaser is entitled to know the value of the thing 
he buys, whether a pocket knife or a railroad system. 

Newspapers can offer no valid exception to this rule 
when they offer their advertising space to a prospective 
patron. It should be removed as far from a ‘‘ gamble” 
as possible, and for this reason a sworn actual net paid 
circulation offers better argument for results than any 
amount of unsupported advertising ‘‘eloquence.” The 
advertiser buys tangible, result-bringing circulation in the 


KANSAS CITY TIMES 


Here is the proof of it— 








Kansas City, Nov. 30, 1897. 


At the request of Mr. F, P. Fuoss, Business Manager of the Kansas 
Crry Times, on pd arrival in Kansas City, I went through their circula- 
tion books and cash books to investigate for my own personal satisfaction 
their circulation, and I find, as shown by their cash books, that during the 
months of September and stober the net paid daily circulation averaged 
25,503 copies. hing weekly for the same months averaged 42,196. his 
is prs Be of dead heads, exchanges, etc., being the net paid "circulation 
of both Daily and Weekly. 





(Signed) Repreatenine The S.C. Bucwhh Secoiel Agency 
igne epresen e. e eckwit op 
FRANK P. FUOSS, “s of New York and Chica , 


Business Manager Times, 


Subscribed and sworn to before me this 30th day of November, 1897. 
(Signed) C. WwW. LAKE, Notary / "ublic. 


Our advertising rates are based on actual paid circu- 
lation. The Times is the media of reliable information in 
thousands of the best Western homes, It pays adver- 
tisers. Write for rates to the 


KANSAS CITY TIMES. 


THE 
S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, New York. Rookery Building, Chicago. 
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to the wealth of the great State of 
Ink, Nov, 10, 1897. 


F “How the Des Moines 


Daily News Got Its Large 
Rural Clientele. 


The circulation of the Des MoingEs DAILy NEws 
is now over 20,000, exceeding one in three of the 60,000 
population of Des Moines. . This is extra-normal, as one in 
five is properly regarded.as a successful solution, of the circula- 
tion ong oh in any city. 
he NEWS got this extraordinary circulation by giving 
the best newspaper—brightest, cleanest, most readable—for 
the leastsmoney. 

It took a dead field and by infusion of American energy 
and enterprise made it alive. 

When the NEws in 1895 set its stakes for 10,000 circula- 
tion, there was a laugh in the staid old newspaper circles of 
lowa. ** No Iowa daily will ever have 10,000 circulation,” 
was boldly declared. But to-day it is 20,000, and the 
sleepless NEws is working for 30,000 in 1898. 

How does it do it? 

Well, take two examples: 

1. Last month the Iowa Legislature met in Des Moines. 
There are 150 members. Two of them called at the NEws 
office and subscribed for the paper for the session. The News 
circulation department went to work and got 128 more, 130 
all told, out of 150, all paid, no deadheads. 

2. The government established Morning Sun, Iowa, as 
an experimental post-office for free rural mail delivery. The 
NEws jumped into the field, got a lot of subscribers, found 
that the farmers liked a daily newspaper, and offered a series of 
prizes for the best systems of tual free daily 
mail delivery, after the style of the farmers’ delivery at Bona- 
parte, Iowa. 

RESULT: Numerous organizations of farmers to get a 
daily mail delivery; utilization of creamery routes for the 
purpose ; and hundreds of subscriptions for THE DEs MoINES 
DatLy News. 

EXAMPLE: The little town of Norwalk, Warren County, 
Iowa, with fewer than forty houses, takes 76 copies of THE 
Dairy NEws every evening, all paid 

If you have a live business, advertise it to live pte 
in a live newspaper. The News is a paper of that kin 


THE NEWS, 





DES MOINES, IOWA. 
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GOOD, | 
eetnni CLEAN NEWSY 
BRIGHT 
PAPER ENTERTAINING 
——n 


THE 
ELMIRA 
TELEGRAM 


has the Largest Circulation 
of any Sunday paper in New 
York State outside of the 
Borough of Manhattan. 


Wy 
A. FRANK RICHARDSON 


TEMPLE COURT, - - - NEW YORK 
CHAMBER OF COMMERCE, - CHICAGO 
RED LION COURT, FLEET ST., LONDON 




















PROFUSELY THE 
ILLUSTRATED KIND 
AND THAT 
UP TO DATE 18 | ADVERTISERS 
ALL RESPEOTS ENJOY 
Sa | ALL THE 
SSS1S9¢ |- —nve-~— | 
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Secure daily entrance into the home © 
circle; make yourself known to it. & 
You have something to sell; tell 
them of it and create a demand for © 
your wares. This end can best be © 
accomplished through the advertis- & 
ing columns of 


THE 
DETROIT FREE PRESS, 


a welcome daily visitor in the homes E 
of many thousands of Detroit’s and 
Michigan’s best citizens. The oldest, 
_ largest and most influential paper ¥ 
in the State. Its popularity and © 
efficacy are attested by its steady © 
growth and the rapid increase of its 
advertising patronage. = 
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NOW! Good crops, good prices £ 

and steady employment have put & 

AT money into the pockets of the & 
THE producers, which will find its é: 
way out through the channels of £& 

trade. Enterprising advertisers £ 

Rane wil secure the most of it. Are E 
TIME. you reaching out for your share? £ 

Write now for sample copies, E 

rates, etc. 


THE DETROIT FREE PRESS, 
DETROIT, MICH, 
Eastern Office: R. A. CRAIG, 41 Times Bldg., New York. | 


Western Office: J. E. VAN DOREN SPECIAL AGENCY, & 
1320 Masonic Temple, Chicago. Ke 
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25,000.000 


CIRCULATION = 


GUARANTEED AT THAT. 


That’s the circulation of 
the “SPECIAL” edition of the 


FIRESIDE 
COMPANION 


We PLASTER the entire 
country with these 


















If you wish to reach every family in the United 
States, who can read and write, and at a very much 
lower rate than any other medium, and do it at once, 
advertise in this publication. 

We sell space, agate line, by the million circula- 
tion. You pay only for what you get. 





For Advertising Rates, etc., address 


GEO. MUNRO’S SONS,” ‘303k. 
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Thirheth Year. 


SELLA 





THE NEXT EDITION 


OF THE 
American 
Newspaper 
Directory 


Will be Delivered to Subscribers 
on 


Tuesday, March 1, 1898. 





Subscription Price: 
Five Dollars for each issue, 


$20 a year. 





Address orders to 
Gro. P. Rowert & Co., Publishers, 
No.,»10 Spruce St., New York. 
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AMERICAN. NEWSPAPER DIRECTORY 
CONFIDENTIAL 
INFORMATION BUREAU... 
} SUBEALL.. 


SH 
< 





CONCERNING THE CHARACTER AND - 
CIRCULATION OF NEWSPAPERS. 





Tue AMERICAN NEWSPAPER DiRECTORY is issued four times a year. 
Orders are solicited for an annual subscription covering the four issues (which 
appear on the first day of March, June, September and December) and a 
yearly subscription for PRINTERS’ INK, a journal Mor advertisers, issued 
weekly. ‘Ihe price of an annual subscription, is twenty-five dollars; and the 
subscriber becomes a member of ‘THE AMERICAN NEWSPAPER DIRECTORY 
Confidential Information Bureau, and in consideration of the payment of the 
sum of twenty-live dollars, strictly in advance, is entitled to the privilege of 
applying to the publishers of the Directory, at pleastre, for a confidential 
report concerning the circulation or charatter of any newspaper credited by 
the AMERICAN NEWSPAPER DIRECTORY with a circulation rating greater 
than 1,000 copies per issue. Such confidential reports will be supplied to 
subscribers whenever called for. 

In dealing with newspapers and periodicals and paying them large sums 
for advertising it often appears essential to the advertiser to know about the 
stability, character, standing and present circulation of a particular publication 
under consideration. The information conveyed by a newspaper directory is 
necessarily brief and touches only upon well-defined lines. A timely knowledge 
of some important detail of the past, present and the probable-future of a 
paper may occasionally prevent an unwarranted expenditure. What seems gold 
on the surface is sometimes only gilding. 


Among the list of, subscribers, to the 
American Newspaper Directory Confidential 
Information Bureau are the following well- 
known advertisers: 


Royal Baking Powder Co., New York. 
Procter & Gamble Co., Cincinnati, O. 
Wyckoff, Seamans & Benedict, New York. 

J. C. Ayer & Co., Lowell, Mass. 

James Pyle & Sons, New York. 

Hall & Ruckel, New York. 

Sterling Remedy Co., Ind. Min. Springs, Ind. 


, 


THE AMERICAN NEWSPAPER Directory Confidential Information 
Bureau, with the more than thirty years’ experience of its founders, and with 
the facilities at their command, is often in a position to tell about a specified 
publication just what an advertiser would verysnuch like to know. 


ADDRESS 
GEO. P..ROWELL & CO., Publishers of 
AMERICAN NEWSPAPER DIRECTORY AND PRINTERS’ INK, » 


No. 10Spiide!St., New Vork. 
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TELLING 
SECRETS 


~yenr~rrrm ARRAS 








Mr. A. W. Peterson, advertising manager of 
The Indianapolis News, in a conversation about 
Newspaper Directories and advertising publications, 
recently said: “I believe the American Newspaper 
Directory has gone further in bringing out the truth 
about newspaper circulation than any other publi- 
cation. We think very highly of the American 
Newspaper Directory. I notice that Mr. Rowell’s 
friends are the honest, strong newspapers of the 
country, and it is their indorsement that is worth 
most and counts most in showing that he is doing 
his work honestly and thoroughly. Printers’ Ink 
is undoubtedly the leader among publications de. 
voted to advertising. It is the first of its kind. I 
have read it from the beginning. I said from the 
beginning that it was telling just what I have learned 
in ten years’ experience as a printer, pressman 
publisher, reporter and advertising manager—telling 
just what people are anxious to know—secrets, 
That is what made it a success from the beginning. 
Everybody wants to know how to prepare advertis- 
ing, how to make paying contracts, and PRINTERS 
Ink has devoted its entire career to telling these 
things. Everybody seeks favorable publicity for 
their work or their wares, and that is why I believe 
that everybody is interested in Printers’ INK.” 








¢? 


PRINTERS’ INK. 





Congratulations 














in order! 


OFFICE OF 


OPPENHEIMER & CO., 
PRINTERS, 


No, 518 Sycamore Street, Cincinnati, O. 





Mx. P. I, Jonson, 

New York City. 

Dear Sir: 

We have sent you by this mail one of our Calendars You will 
notice nothing particularly brilliant or attractive about this Calendar, 
until we tell you that it was printed entirely with the cheap inks, that 
we have been buying from you. A number of the tints we have 
mixed ourselves, but still the work will show what can be done with 
this grade of inks. We congratulate both you and ourselves on the 
production of this job, which has received much favorable comment 
from our customers. 

Please let us have your opinion of the work. 
Very truly yours, 
OPPENHEIMER & CO, 









_ee 


HE calendar issued by MEssRS, OPPENHEIMER & Co. is printed 
in twelve (12) colors, and the combinations are beautiful. 
I do not know whether these calendars can be had for the asking 
but it is worth while trying, as they are an adornment to any office. 
My job inks are the finest in the land and are sold in -lb. cans 
at 25 cents a can, with the exception of Carmines, Bronze Reds and 
Fire Purples. For these I charge 50 centsa 4-lb. can. My news 
ink is the best in the world, and is sold in 25-lb, kegs at 6 cents a 
Ib., in 100-lb. kegs at 5 cents a Ib. and in 500-Ib. barrels at 4 cents 
alb. My terms are cash with the order. This is one point from 
which I have never varied, although I have filled over forty thousand 
(40,000) orders since I started, four years ago. If my goods are not 
found as represented, I buy them back and pay all charges. Send 
for my new price list. 
ADDRESS 


PRINTERS INK JONSON, 


8 SPRUCE STREET, NEW YORK. 
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BRANN’S 


ICONOCLAST 


Published monthly at Waco, Texas. 
Chaste but vigorous, saucy but not 
impudent. Paid circulation for Novem- 
Det, 100), <6: mines * 6.4 (6 0 we 


80,000 copies 


or greater than both the paid and unpaid 
circulation of all Texas dailies, morning 
and evening, combined. 


This we are prepared to prove. In three 
years we have not printed 3,000 papers 
which we did not sell. We have no free 
list. We do not carry a subscriber be- 
yond the time for which he has paid. 
Quack doctor and snide jewelry ‘‘ads’ not 
accepted at any price. 








You can examine the paper at almost any news-stand in the 
United States, on almost any passenger train. Write for rate card 
if it impresses you as a paper that is read and “‘ passed around.” 
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Royal Baking Powder 








Is advertised in every principal® 
paper in every*county seat in America. 





Result ¢. Concern worth $25,000,000) z 


If you want to reach the homes in thirty- 
two principal counties in Ohio, where people 


are rich and prosperous, advertise in the 


«Ohio Select List,” 








as below. For terms address-each paper’: : 
Akron, Kenton, Portsmouth, 


Beacon-Journal. News, Times. 


Ashtabula, Lancaster, Salem, 
Eagle. News, 


Bellefontaine, 
Index, 





Times-Democrat. —— 


B . 
— — Sidney, 
Cambri Marie 
ee stein Springfield, 
Defiance, Marion, Republic-Times. 
Republican-Express. Star. Warren, 
East Liverpool, | Massillon, Chronicle. 
Crisis. Independent. Wooster, 
Findlay, Mt. Vernon, ’ Republican. 
Republican. News. Xenia, 
Galli lis, New: Gazette and 
ps hey jc Torchlight. 
Hamilton, Norwalk, Youngstown, 
News. Reflector. Vindicator, 
Ironton, Piqua, Zanesville, 
lrontonian. Call. _ Courier. 
“ 
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DEPARTMENT OF. CRITICISM, 
By Charles Austin Bates. 


send to this department advertisements, 


’ INK 


ay bay advertising. As many 
es or ‘or adv : as 
pan Ty There is no charge for it. PRINTERS’ 


booklets, cata- 
ible will ive full, h 
ible ca ee 








The following letter and card are in- 
teresting, as showing. the position 
taken by one publication in the matter 
of ‘‘ objectionable” advertising, and 
as showing what is this particular 


aper’s ideas of the characteristics of © 


** objectionable” advertising : 


“Tue Lapis’ Wortp,” 
New York, Feb, 3, 1898. 
Mr. Chas. Austin Bates, New York City: 
Dear Sir—I inclose herewith a card-which 
we have been using for nearly two years in 
connection with the advertising received for 
The Ladies’ World, and while many who 
carry objectionable advertising kick a great 
deal about our rejection of their ads, we be- 
lieve that the majority of good advertisers 
approve our methods. The card in question 
is sent after reading ‘your criticism in 
Printers’ INK of Feb. 2nd, in connection 
with a promi gazi f course, a 
publisher who takes the stand which we have 
lone must expect to receive a great deal of 
abuse, but on the whole we believe it pays to 
stand up for the interest of reputable adver- 
tisers, even though complaints are made 
among those who are running undesirable 
and disreputable announcements. 
Yours very truly, 
Horace Dumars. 


Objectionable advertising that will not be 
accepted by the Ladies’ Wo id. 

That time and trouble may be saved to both 
the advertiser and ourselves, we herewith 
submit a list of advertisements which will: be 
declined if offered for the columns of the 
Ladies’ World: 

Objectionable medical advertisements of all 
kinds, including Pennyroyal and Tansy 
Pills, Nervous Debility, Lost Manhood, Piles, 
Tape Worm Remedies, Regulators, Paihless 
Childbirth, Cure for Drunkenness, French 
Cure, Preventatives, Bust Developers, etc. 

All suggestive advertising, including Se- 
crets (for either sex), Safeguard, Married 

ies’, Ladies’ Friend, Rare Books, Rac 
Pictures, Lovely Females, Securely Seal 
“etc. 
. Scheme advertisements, including Specula- 
tive Financial Offers, Doubtful Land Offers, 
Investment Bureaus, etc. 





Chance advertisements, including anything hi, 


of a lottery nature, guessing contests, rebus 
advertisements, missing word: prizes, prizes 
to those who shall first answer an advertise- 
ment, etc. , 

Love and Marriage advertisements, includ- 
ing Love Powders, Marriage Papers, Meth- 

s for Winning Affection, etc, 

Fortune telling advertisements, includin: 
Astrology, Clairvoyants,, Future Revealed, 
and everything of this character. 


. Objectionable or fraudulent advertisements: 


geet ee. Bs lee A 
» Impossible or exaggerated offers, or those 
intended to mislead... 

With a very few exceptions, the advertise- 


ments in the @ ve list have not ap- 


_ States, 


peared in this publication, and while a few of 
the least lyeienabip have been received in 
the past, they will be rejected if tendered 
after this date. 

S. H. Moore & Co., Publishers, 

New York, April 2, 1895. 

The Ladies’ Home Journal goes 
even further than the Ladies’ World, 
the Ladies’ Home Journal rule is that 
they will publish no advertisement of 
anything said to be curative. 

+ 
“ Cincinnati COMMERCIAL TRIBUNE.” ) | 
has. Fleisch » Presid ts 
CINCINNATI, January 24, 1898. 
Editor of Printers’ Ink, 10 Spruce street, 
lew York: 3 





Dear Sir—The inclosed advertisements 
were written and designed by Mr. Hen 
Heineman, manager advertising departmenh 
Cincinnati Copnmercial Lribune, and the 
hand-rule-work by Mr. A. C. Thoroman @ 
the Commercial Tribune composing room 
for the Joseph R. Peebles’ Sons Company. 
Other designs in all-hand-rule work to follow. 

We think Mr. Thoroman one of the best, if 
not the best, art compositor in the Uni 
Yours very truly, : 

Tue CommgerciaAt Trisune Co.” 

From the foregoing letter it would 
seem that the Cincinnati Commercial 
Tribune was pretty well satisfied with 
itself and its staff. 

The writer of the letter is perfectly 
sure in his own mind that this coffee 
advertising is about the best that ever 
came over the pike, and it grieves me, 
and will probably shock him, that I 
must say the advertising is pretty bad, 
and the worst and least excusable thing 
in it is the work of the brass rule con- 
tortionist. 

If a mechanic wants to amuse him 
self twisting up brass rule, let him do 
it in his own eon his own time 
Life is. too short and es are too 
high to permit him'to do it on the time 
of his employer. ; 
A really attractive illustration could 
be made in less time at-less cost than 
it takes to make a picture out of 
twisted rule. ieee ; 

The art: compositor in this case cons 
fined himself to making an outline of a 
coffee pot for one ad and:of a coffet 
cup for another. Identically the sa 
lines ‘could be drawn in‘ pen and‘ink 
the merest novice in two minutes, 
reproduced by the zine-etching process 
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in half an hour at a cost of fifteen or 
twenty cents. . The rule twister took a 
couple of hours and possibly longer to 
make each one of these designs. 

He deserves full credit for his manual 
skill, There are a great many of us 
who couldn’t even make one side of a 
coffee cup out-of brass rule, but the 
main fact is that we don’t care to and 
we don't have to. We know how to 
make a picture a great deal better, and 
quicker and cheaper. 

The art of art composition is dead, 
and, if it will just shake itself it will fully 
demonstrate this fact. Art composition 
was a pretty good thing before photo- 
engraving was discovered, but there is 
utterly no excuse for it now. 

These coffee ads are poorly written, 
because there is too much straining 
after fine writing. The selection of 
words is poor. For instance, one ad 


says : 

“* The quality of coffee is determined 
by its flavor, Good coffee possesses 
and emits a desirable flavor. Common 
coffee, a bitter and unpleasant flavor.” 
Coffee undoubtedly possesses a flavor, 
but emits an odor. It can hardly be 
said to ‘‘ emit a flavor.” 

Another sentence is: 
cup, with instructions how to prepare 
this fine coffee, served free.” It is 
gratifying to know that the instruc- 
tions are ‘‘ served free.” 

Another sentence is: ‘* An elegant 
Japanese booth has been erected at a 
great expense, from which girls, ar- 
rayed in beautiful Japanese costumes, 
serve and demonstrate this coffee and 
teas.” 

Now, there’s a lovely conglomeration 
of English. Just how a girl is going 
to ‘‘ demonstrate coffee” I don’t know. 
Ishould think, however, that she might, 
by making and serving a cup of this 
coffee, demonstrate the fact that it is 
good coffee. 

In one ad the following directions 
are given for making coffee : 

Begin by having the coffee pot thorough! 

ean. Use the same amount of coffee eac 


time with the same amount of water. Do not 
on at it, but weigh the coffee and measure 
t 


“*A sample 


e water. By following these instructions 
carefully you will o the same result 
each time. 


The directions are all right as far as 
they go, but. how long is the coffee to 
be left on the stove? Is it to be al- 
lowed to boil? Is the water to be put 
in hot or cold? By following the in- 
structions given and modifying the ini- 
tial temperature of the water and the 


75 


length of time it is boiled, it is possible 
to obtain several hundred separate and 
distinct sorts of result. 

Here is another ad which is probably 
not true : 





All coffees, however clean they may ap- 
r, contain impurities of fine particles of 
irt, sticks, stones, and a little skin which 
covers the bean, hardly to be detected by the 
naked eye. These must all be removed from 
the coffees, for, however little of each in the 
coffee, it is an adulteration to that extent and 
absolutely necessary that the coffee be freed 
from it. This task is executed by the grow- 


ers of 
PEEBLES’ 
BLEND 
“BARAKAN*® 
JAVA 

By the most thorough and systematic method 
in the world, All the impurities are thor- 
oughly removed by modern machinery. 





The part that is wrong is the state- 
ment that the coffee is cleansed by the 
growers. Coffee is cleansed by the 
roasters. It goes to the roasters pretty 
dirty. Even the best of coffee is pretty 
dirty. It is cleansed before it goes into 
the roaster and afterward, also. The 
grower hasn’t anything to do with it. 

This ad speaks of .a “little skin 
which covers the bean.” It doesn’t do 
anything of the kind. There is no 
covering on the berry, but there is a 
little flake or leaf that adheres to the 
crevice in the berry. This is dried in 
the roasting so that a breath of air eas- 
ily removes it from the coffee after the 
roasting. 

The mistakes in. this ad show that 
the writer was not sufficiently familiar 
with his subject. He didn’t know 
very much about it, and the most of 
the things he did know were not so, 
The writer of advertising can’t ibly 
know too many details of the subject 
he is writing about. A man to write 
good coffee ads ought to know coffee 
from the coffee plantation to the table. 
He doesn’t necessarily have to learn 
these things from personal observation, 
but he must learn them. Sources of 
information are available on every pos- 
sible subject. It is easy enough for a 
writer of advertising to inform himself 
on all of the essential facts about the 
subject he is handling, and no writer 
should attempt to write an ad about 
something that he hasn’t thoroughly 
investigated. When he doesn’t know 
exactly what he is talking about he is 
pretty sure fo seek refuge in alleged 
fine writing, and then he generally 


makes a mess of it, 
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One of these same coffee ads fur- 
nishes the example which follows : 

Says one of the most eminent physicians in 
the country of Peebles’ Pg and Mocha 
Blend” Coffee: “It tickles the palate, 
soothes the stomach and gladdens the heart. 
Its delicious and rare aroma imparts a delight- 
ful sensation to the taste—buds and arises 
like incense to the olfactory nerves, a lasting 
odor of sweet fragrance. Like the gratifica- 
tion of memory, it lasts long after the cup of 
pleasure has been drained.’ 

*,* 
* 
“Tue Enquirer.” t 
Cincwwnati, Ohio, February 2, 1898. 


A ustin Bates, Esq., New York City, 


Dear Sir—I inclose you one of a number 
of ads which I have written and am trying 
to induce the firm mentioned to use. The 
of the pany admits that the ads 

d and uttractive,” etc., but 
seems to think that they would not pay 
him. I would like to have you fivs your 
criticism in Privters’ Inx, and tel] wherein 
they fail and the best way to anger them. 

For some time past I have nm an in- 
sayy an enthusiastic 





are “ very 


terested, and, I might 
reader of your criticisms. This acquaintance- 
ship has given me ahigh regard for your 
opinions and any advice you may give will 
be doubly appreciated. Yours very truly, 
Gerorce H. Meyers. 
These ads I wish to run immediately under 
or above death notice, next reading matter. 





The Smith-Kasson Co. 


Feet in 
a Vise 


That’s the way some shoes make your 
feet feel. Ours fit like a glove, yet feel 
like an oldshoe. You need have no fear of 
ng feet when you purchase from us. Guar- 
anteed to fit, wear well and hold their shape, 
ormoney back. 

We have patent leather, vici kid, box calf, 
enamels, winter tan, in fact one, kind you 
want at any price. $3 to$8. The Smith- 
Kasson Co., Fifth street, west. See the feet 
in the sidewalk. 





The shoe man is right. 

He is also wrong. 

He is right when he says the ads 
would not pay him. 

He is wrong when he says they are 
very good. 

When are we ever going to get up 
to common sense in advertising ? 

The advertisement that I repro- 
duce is a weak one from start to 
finish, and it is weak because the 
writer of it didn’t use his common, 
ordinary, horse sense. 

Tight shoes are not a matter of 
Stores but of purchasers. Unless 
‘there is something abnormal about a 
pair of feet, they can be comfortably 
‘fitted in almost any shoe store in 
America. It is impossible to say that 
all the 


in some one store fit bet-. 
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ter than all the shoes in some other 
store, When this ad says: ‘‘ Our shoes 
fit like a glove, yet feel like an old shoe,” 
it is saying something that isn’t true;it 
not only is not true, but it is ridicu- 
lously untrue. 

When the ad says: ‘‘ You need have 
no fear of aching feet when you pur- 
chase-from us,’’ it is talking nonsense, 
Anybody can go into this store and get 
a pair of shoes that will make his feet 
ache, and probably anybody’ can 
into the store and get shoes that will 
not make his feet ache. It is mostly 
a question of sense in buying the shoes. 
It is a matter of fitting the shoe to the 
foot. The quality of the shoe has very 
little to do with it. Fitting a shoe to 
the foot depends more on the buyer 
than on the seller. 

The idea of this advertisement is to 
claim all the shoe virtues for all the 
shoes in the house. The ad doesn't 
give the reader credit for any intelli- 
gence whatever. It wants the reader 
to believe that by some hocus-pocus, 
unknown to other shoe houses, every 
pair of shoes in this particular house is 
distinctly superior to every pair of 
shoes in any other house. 

It’s nonsense ! 

The first desirable thing in a shoe 
store is honesty in the goods ; the sec- 
ond is courtesy in the treatment of 
customers ; the third is the possession 
of a stock of desirable shapes in stylish 
leathers, made in all sizes and on lasts 
from AA to EE. 

The shoe man who has a store like 
that can fit comfortably any pair of 
feet that come into the store. 

Having all the sizes and shapes is 
not enough, There must be courteous 
clerks, who are willing to take a little 
trouble in finding the right shape and 
size for the foot. 

These facts and their various ramifi- 
cations are enough for the shoe man to 
advertise, unless he wants to talk 
about some particular line of shoes 
made of a distinct kind of leather at a 
definite price. 

Just why these ads should be run 
under or over the death notices, I have 
no idea. Perhaps this sentence in my 
correspondent’s letter will be useful to 
general advertisers ; it will give them 
a new position toask for. Instead of 
T. C. N. R., they can now ask for N. 
D. N.—Next Death Notice. This 
position should be especially desirable 
to manufacturers of harps and fire 
extinguishers. 
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Experience 
Comes High 


O17) E make no rash promises to se- 


W cure contracts—everything is 





stated exactly as it IS. We give our 
customers more than their contracts 
call for invariably, and it pleases them. 

Would you prefer to make your 
contract with parties who promise 
everything and give you very lit- 


tle, or 
PLACE YOUR 


STREET CAR ADVERTISING 
WHERE YOU GET 


More Than You Buy? 





GEO. KISSAM & CO., 
_ 253 Broadway, N. Y. 
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We were the 


PIONEERS 


‘of real Elevated Railroad Advertising 


and placed the large racks in the 


Brooklyn 


ecco’ |” 


because our years of practical experi- 
ence in advertising had demonstrated 
that any card less than 16x24 inches 
in a car about forty feet long would 
not give an adequate. display; We 
have been imitated and followed—but 
somehow they don’t ‘‘get there.” 
The Brooklyn ‘‘L” beats ‘ent all and 


always will—lowest rates, too. 


GEO. KISSAM & CO. 


‘253 Broadway, New York. 
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is the way to. keep your com- 
petitors and hard times—you 
can accomplish both by a card 
($6x24) or a poster (30x52) 
on our HH HHH HHS 


BROOKLYN: “L” 


because thete you get display’ - 
of the proper size to be effect- 
ive, and the price, $100 per 
month, speaks for itself. # * 
Nothing else is in it. & # | 


at 


GEO. KISSAM & CO., 
’ 35 Sands Street, Brooklyn. 
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new orK JOURNAL 


W. R. HEARST. 


The Morning Edition 
COSTS ADVERTISERS 


of a cent per line for, 
| / | every thousand of 
0 circulation. 


The Evening Edition 
COSTS ADVERTISERS 


of a cent per line for 


I / | 0 every thousand of 


circulation. 


The Sunday Edition 


COSTS ADVERTISERS 


of a cent per line for 
iy every thousand of 
circulation. 


No better advertising mediums. 
No better paying mediums. 
No fairer rates prevail anywhere. Make contracts now. 


For further pa: ticulars, address 
Advertising Dept., New York Journal. 


LETS. 




















